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We Made More $$ 
With White Goods 


That’s how this former TV and hi-fi spe- 
cialist explains his success. see page 22 


Questions, Answers 


Unusually frank discussions were the high- 
light of AHLMA’s editorial conference. in 


San Francisco. see page 8 


Woolworth’s: We'll 
Never Be Undersold 


This statement by the president of the 
2,300-store, 50-state chain applies to small 
appliances as well. see page 7 


FTC Hits Guarantees 


The period of grace is over. Guarantee ad- 
vertising crackdown begins. see page 3 
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Sixty 


Snags TV Too 


® Early blue sky hopes of 6.5 million unit year, shaved to 6.0 
in September, are trimmed again as industry sees distributor 
sales ending at 5.7 compared to 6.0 million last year 


® Heavy inventory sits at distributor level. Retail sales are still 
up 7%, but wholesale movement is off 30% 


® No big dumps are on horizon, but makers feel “things won't 
be as clean as they should be” as industry sweats through 
post-election and year-end promotion 


The sag in the Soaring 60’s has caught up 
with the television industry which was rid- 
ing high while white goods took a pounding 
all through summer. 

It now looks as if the industry, which had 
been expecting to hit 6.5 million sales and 
already scaled back its estimates to 6.0 mil- 
lion in September, may slide to 5.7 million 
by the year’s end. 


Here’s a quick rundown on manufacturer 
expectations, from the low prediction to the 
most optimistic, on final distributor-to-deal- 
er sales totals for the year: 

Leonard C. Truesdell, Zenith (executive 
vp): 5.6 to 5.7 million, probably closer to 
5.6 million. 

Ross Siragusa Jr., Admiral (vp): 5.7 mil- 
lion. 

John J. Kane, Philco (manager of tele- 
vision merchandising): 5.75 million. 

General Electric: 5.75 million. 

Edward R. Taylor, Motorola (executive 
vp): 5.8 million. 


Fred Kopesky, Packard-Bell (director of 
planning): 5.8 million. 

Charles J. Urban, Westinghouse (market- 
ing manager): 5.8 million. 

Peter J. Grant, Sylvania (president, Syl- 
vania Home Electronics Corp.): 5.85 million. 

Ben Abrams, Emerson (president): a fig- 
ure close to 6.0 million. 

Raymond W. Saxon, RCA Victor (vp, 
marketing): 6.0 million with a chance to top 
that figure. 

(The most sensitive readings of the tele- 
vision picture are provided by distributor-to- 
dealer sales figures, manufacturers believe.) 


What does this mean to dealers? There’s 
some speculation that the year-end picture 
may soften as inventory piles up at the dis- 
tributor level. 

Currently, there’s a 12-week supply of 
sets available for 7'%-to-eight week selling 
period and’ combined factory-distributor in- 
ventory is up by 150,000 units over the same 

Continued on page 37 


Admiral Line Picks Holes, Hits High, Low, Hard 








Low-end cange hits deep into price market by 


stripping backsplash completely 


High-end refrigerator aims at huge families 
with 20-footer that’s 48 inches wide and... 








Big, two-horse cooler goes higher ticket with 
TV remote control. See story on page 3. 






Japanese Boom: 
No End In Sight 


Across the board, the Japanese 
economy is showing vitality 
with prospects of more expan- 
sion. Electrical industry con- 
tinues at prosperous rate 


All reports add up to the same 
thing: Continued growth and, per- 
haps, even more impact on_ the 
American market. 


Following the trend set in the first 
nine months of this year, Japan’s 
economy is expected to continue its 
expansion, according to the U. S. 
Department of Commerce. The 
Japanese industrial production in- 
dustry took a marked jump in the 
June-August period and _ exports 
and imports remained at peak 
levels during that quarter, reported 
“Foreign Commerce Weekly,” a De- 
partment of Commerce publication. 

Moving along with the trend, 
four major Japanese electrical com- 
panies—Hitachi, Toshiba, Mitsubi- 
shi, Fuji—average an increase of 
15% in their semi-annual reports 
(April through September). 


Hitachi, Ltd., largest producer with 
big machinery and rolling stock 
sidelines, reported $300 million in 
six-month sales—an all-time high 
~or an increase of 18% over the 
preceding six months. 


Toshiba, second largest, came up 
with $167.3 million in sales, up 7%. 


Mitsubishi Electric was up 7% with 
$130 million in sales. 


Fuji Electric showed a 21% gain 
with $49 million in sales. 

Leading exporter of the group, 
Hitachi, recorded 6% of its sales 
abroad. (Household appliances ac- 
counted for 35% of Hitachi’s total 
sales.) And Toshiba was’ second 
with 1% to 2% of its total sales in 
exports. 

During July and August, the 
Japanese racked up the second 
highest monthly exports on record 
and showed the third highest total 
of monthly imports. 


More Japanese products for the 
American market are being sought. 
McGraw-Hill World News Bureau 
in Tokyo reported volume inquiries 
for tiny (3.3 cubic feet) Japanese 
refrigerators. 

And IBM got into the Japanese 
act by signing provisional licensing 
agreements with eight Japanese 
electrical concerns for domestic 
manufacture of punch cards. 


New G-E Home Polisher: 
A General Purpose Tool 


G-E’s newest appliance, the HP-1, 
Will polish shoes, furniture and ap- 
pliances and even clean and polish 
windows, according to N. A. Lan- 
genfeld, G-E portable appliance 
marketing manager. 

Equipped with two polishing 
brushes, a lambs wool buffing bon- 
net and a buffer wheel, the HP-1 
will list at $19.95. 

Only limited quantities of the 
polisher will be made and the tim- 
ing of its introduction to the spe- 
cific markets in which it will be of- 
fered will be decided by regional 
sales managers, said Langenfeld. 
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Beauty And The Trade-Ins 


MISS AMERICA, Nancy Anne Fleming, kicks off the NARDA-“Saturday 
Evening Post” refrigerator trade-in campaign at Jefferson Super Store, Ft. 
Lauderdale, Fla. That’s Philco’s Air Wrap refrigerator-freezer with her. 





Cooling, But No Motors 


The race toward an efficient, 
economical device to convert 
electricity directly into cool- 
ing energy is quickening 


Foreign concerns are vying with 
Americans in the development of 
thermoelectric cooling devices which 
may lead to refrigerators and air 
conditioners without moving parts 
or coolants. 


Hitachi, Ltd., of Tokyo brought out 
an experimental refrigerator and a 
water cooler, “not for sale in four 
or five years.”’ And in Great Britain, 
Salford Electrical Instruments Ltd. 
announced a thermoelectric cooling 
unit with limited capacity (about 
3.5 Btu). 


What is thermoelectric cooling? By 
passing a direct current through the 
junction point of two dissimilar 
metallic substances, the tempera- 
ture, at the junction drops. Revers- 


ing the direction of the current pro- 
duces heat, making the thermoelec- 
tric effect a natural for heat pumps. 
Most major refrigeration and air 
conditioner manufacturers in the 
United States are working on com- 
mercial applications of this thermo- 
electric effect. 


The British company said it was 
aiming at a 35 Btu cooling unit, but 
Hitachi seemed ahead. The Japanese 
refrigerator is 3.4 cubic feet and 
capable of keeping the storage com- 
partment at 41 degrees and the 
freezing unit at 8.6 degrees when 
room temperature is 86. 

Hitachi declined to identify the 
metallic substance used in the re- 
frigerator, but said it was developed 
by the company at “high cost.” 

The experimental refrigerator 
costs more than 20 times the cost of 
a conventional refrigerator, Hitachi 
said, and commercial production is 
out of the question for the next four 
or five years. 





When Will They Check In 
For The January Markets? 


Who'll be there when at the 
Winter Markets? 

Rescheduling opening day of the 
Markets—Jan. 6-13, 1961—-makes 
that an interesting question for 
Market-goers who want to be in 
Chicago when the industry gossip 

and party-going—are hot. Tradi- 
tionally, the Markets have opened 
on a Monday, with most of the 
ranking executives in the industry 
arriving the preceding Sunday for 
the usual round of parties in the 
Windy City. 


But next year, the Markets will 
open on a Friday, disturbing the 
routine. To find out the plans of 
Market-goers, EM Week surveyed 
executives of major manufacturers 
by mail questionnaire. The survey 
brought these answers: 


Who will be going in 1961? Of those 


who answered, 87% of the industry 
executives said they will be attend- 
ing the Markets. 


When will they arrive? Of those 
who said they were going, 65% re- 
ported they will arrive before the 
Markets open Jan. 6; 26% said they 
plan to arrive during the Markets 

almost half of those on Sunday, 
Jan. 8. The remaining 9% were un- 
decided or were Chicago residents. 


How long will they stay? Excluding 
the 9% undecided and Chicago 
resident group, 46% plan to stay a 
week or more. The remaining 54% 
said they planned to stay at the 
Markets four or five days. 


The survey questionnaire was sent 
to 120 appliance-television manu- 
facturers. Of these, 65 replied by 
returning the questionnaires. 





Are Japanese 
Products Safe? 


Americans don’t have a guar- 
antee of their safety, warns an 
Admiral vice president. His 
criterion for safety: Under- 


writers’ Laboratories approval 


None of the Japanese TV sets or 
plug-in radios is listed or approved 
by UL, Marty Sheridan, Admiral 
vice president in charge of public 
relations, told a meeting of the 
Electronics-Electrical Commodities 
Group of the Purchasing Agents 
Assn. of Chicago. 

But, he went on to say, all major 
American manufacturers voluntar- 
ily adhere to UL standards and sub- 
mit their products for thorough 
testing. 


“Laxity in creating local laws and 
minimal enforcement of existing 
laws permit foreign electrical prod- 
ucts to be sold here without their 
meeting American safety require- 
ments,” Sheridan said. 

In particular, Sheridan hit out at 
major cities’ safety inspection laws, 
citing Chicago, New York, Boston, 
Detroit and St. Louis as bad exam- 
ples because they ‘‘do not have any 
local inspection laws covering the 
sale of safe or unsafe electrical ap- 
pliances.” 


“American manufacturers who in- 
vest substantial sums annually to 
assure the safety of their products 
firmly believe the public should 
know that Japanese and German 
TV, phonographs and radios have 
not been approved for listing by 
UL,” Sheridan spoke for Admiral 
and its brother manufacturers. 


Consumers aren’t the only ones 
hurt, Sheridan said, going on to 
point out a group of sufferers closer 
to home. ‘The business of many 
suppliers in the Chicago area as 
well as in other sections of the 
country has shrunk sharply.” 

And he predicted things could 
get worse: ‘Some firms will be out 
of business within the next 12 
months unless. restrictions’ are 
placed on the current free flow of 
low-cost Japanese finished products 
and components.” 


Sheridan backed up his prediction 
by citing some figures: “Japanese 
electronics exports for this country 
were up 75% for the first six months 
of 1960. 

“According to government statis- 
tics, second-quarter shipments alone 
were a million dollars higher than 
shipments for all of 1958.” 





Consumer Products Share 
Of Credit Dollars Is Up... 


... but the automobile is still king 
when it comes to consumer credit. 
That was the key finding of the 
27th annual American Finance Con- 
ference, which met last week in 
Chicago’s Palmer House Hotel. 
Statistics told the story to the 
meeting of independent sales fi- 
nance companies (the smaller fry, 
not mighty giants such as GMAC). 
In 1955, 82% of outstanding in- 
dependent finance company credit 
was tied up in automobiles; less 
than 15% in consumer products. 
This year, autos will take 70%; 
consumer products nearly 30%. 
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It’s “All Or Nothing At All” with ads that mention guarantees. 


And this time manufacturers as well as dealers will be singing 
along, as FTC moves to make them clean up guarantee advertising 


From now on, putting the words 
‘‘guarantee” or “warranty” in your 
ads is waving a red flag at the 
Federal Trade Commission. 

Not satisfied with the way ap- 
pliance manufacturers and dealers 
have responded to a plea for vol- 
untary compliance with its “Guides 
Against Deceptive Advertising of 
Guarantees,” FTC last week told 
EM Week it was ready to turn the 
screws—screws that have been felt 
before in the areas of deceptive 
pricing and bait advertising. 


“Time is beginning to run _ out,” 
warned William D. Dixon, legal ad- 
viser on guides to FTC’s director of 
the bureau of consultation. ‘Our 
monitors have been definitely alert- 
ed and are looking for guarantee 
ads.” 

In addition to ads pouring in 
from its nationwide and monitoring 
service, FTC has another way of 
checking deceptive guarantee ad- 
vertising: Complaints, either from 
consumers or from _ businessmen 
themselves. “Ninety-eight cases 


have come in since we issued the 
guide last April,’’ Dixon said. 

Not all of those cases were in the 
appliance field, of course. But ap- 
pliances were the third most com- 
plained about—after batteries and 
automobiles. 


What FTC wants in guarantee ad- 
vertising is spelled out—all too 
clearly, some dealers feel—in its 
guide (see page 36 for full text). 

Translating the legal terminology, 
here’s what FTC says you have to 
do if you so much as mention the 
words guarantee or warranty in 
your advertising: 


e@ Tell what kind of a guarantee is 
offered and how long it lasts. And 
this “disclosure,” as FTC calls it, 
can’t be in small print. It has to be 
clear and conspicuous. 

Included under this general rule 
are a couple of specific examples of 
exactly how clear you have to be. 
For instance, you have to tell what 
part or parts of the product are 
guaranteed—and what part or parts 


FTC Has A New Ad Song To Sing 


aren't. And you have to spell out 
what the customer has to do to take 
advantage of the guarantee: Return 
the product and pay service charges, 
for example. 


e@ Tell who is making the guaran- 
tee, who is the guarantor. Is it the 
manufacturer or the dealer? 


e Tell how the guarantor will 
make good. Will he repair? Re- 
place? Refund? And does this guar- 
antor have a choice of what he will 
do, or is it all up to the customer? 


e@ Spell out any hedges that are 
built into the guarantee. One com- 
mon one: Prorata adjustments. FTC 
says if adjustments depend on such 
things as how long the product has 
been used, you have to say so, 
spelling out exactly how the guar- 
antor will perform in relation to 
how long it has been since the sale 
took place. 

Another hedge that FTC wants 
clipped: Adjustments based on 
prices other than the ones paid by 
the customer. If you’re going to ad- 
just on the list price and not the 
sales price, you have to say so. And 
if that list price is a fictitious one, 
you’d better forget about it. 


FTC is after the guarantor in this 
cleanup drive. And the guarantor 
usually is the manufacturer, Dixon 
said. “We know that dealers most 
often are running ad mats from 
manufacturers. But we may have 
to go to the dealer first to find out 
who the guarantor is.” 


Dealers will feel the turn of FTC 
screws in any case, though. Even if 
manufacturers are the ones who 
will have to do the actual cleaning 
up, dealers will have to use the 
purified ads. And that may not be 
so easy as it sounds. 

“If I listed everything FTC asks 
for,” a Washington area dealer 
sputtered, “I wouldn’t have room 
for anything else.” 

Even worse off than newspaper 
advertisers, will be TV spot users. 
“So you’ve got a minute spot,” the 
same dealer shrugged. “How much 
of all that can you say in a minute?” 


FTC was unsympathetic, turning a 
deaf ear to this and other similar 
complaints. “If you mention the 
guarantee, you’ve got to make the 
disclosures,’”” Dixon laid down the 
law. “If time doesn’t permit the dis- 
closures, then time doesn’t permit 
the guarantee.” 





Admiral Opens A Big Surprise Package For 1961 


The new line culminates $8 million worth of effort, delivers 
big duplex refrigerator-freezer, Son-R remote control air con- 
ditioner, backsplash-less range and, now, dehumidifiers 


Whether or not Admiral pulled out 
all the stops on the new 1961 line 
is unimportant—the point is, they 
pulled out plenty. 

In the line-up for next year that 
wasn’t around last year: 
e A gigantic 20-cu.-ft. side-by- 
side refrigerator-freezer combina- 


tion, with automatic defrost on both 
sides, an ice-maker in the freezer, 
48-inch width. 

e An “Imperial Son-R” two-horse 
air conditioner that handles ll 
operations from across the room, 
just like Admiral’s television. (Cau- 
tiously, Admiral made plain that 








North African Landing: Motorola In Tangiers 





THE FARTHEST POINT for 18 distributor salesmen and their wives in Motor- 
ola’s People-To-People program is checked by S. R. Herkes, left, vice president 
for consumer products marketing, and Edward Taylor, vice president for con- 
sumer products. Winners of the company sales contest, the salesmen are wind- 
ing up a 10-day all-expense paid tour through England, Spain, Portugal and 
Tangiers as goodwill ambassadors under President Eisenhower’s People-To- 


People program. 
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an air conditioner control won't 
change TV stations.) 

e A two-unit line of dehumidifiers, 
Admiral-made with 16- and 32- 
pint capacities, a humidistat in the 
high one. 


More than product is new at Ad- 
miral. The new line is unaccom- 
panied by list prices, and there will 
be none later according to Carl 
Lantz, Admiral Sales Corp. presi- 
dent. “For this line, though we in- 
tend to be more competitive than 
ever, we decided to go without any 
factory suggested prices,’ he said. 

On the slightly technical side of 
advertising and promotion, Admiral 
obtrusively switched to net capaci- 
ties only on the refrigerator and 
freezer line. ‘“‘We’re right in line. 


No problems,” said B. H. “Buck” 
Melton, Admiral appliance sales 
manager. 

Technically speaking a minor 
triumph is contained in the 1961 
low-end model R104 refrigerator 
and the FV104 freezer. The food- 
liner is all plastic, a polystyrene 
deep drawer of material about 


three-eighths of an inch thick. This 
liner eliminates breaker strips, and 
is heralded as simpler and stronger. 


Admiral is the first big name to 
break with this development, 
though Franklin Manufacturing 


Co. has been private labeling with 
it for a couple of years, and others 
are coming. 

Another interesting new gambit 
is Admiral’s ‘‘convertible’”’ range, 
flat-topped, and designed for use 
built-in to counter or free-standing. 
The unit is slightly startling in its 
low-end forms (there are both 30- 
and 40-inchers) since there is no 
backsplash——controls are on the top 
surface. The stepups carry more 


typical, though still small, pedes- 
taled control units. 


The big duplex is, of course, the 
big news. This is an area where 
Kelvinator has held sway all by 
itself for years. In fact, many deal- 
ers say they have the Kelvinator 
line in order to get the big Fooda- 
rama. 

The Admiral unit has square 
styling, and is bigger than the Kel- 
vinator unit in several dimensions. 
Its 20 cu. ft. compare with the 
Foodarama’s 17.6. It is 7 inches 
wider and a little taller. It is a true 
duplex—the doors meet in the cen- 
ter and freezer and refrigerator 
compartments are almost identical 
in size. The double unit uses one 
big compressor. 


The full refrigeration line has 10 
more models, from nine to 14.5 cu. 
ft., full-width porcelain crispers, 
enclosed freezer chests, egg trays: 
All go all the way down the line. 
Choice of colors besides white are 
yellow, copper bronze, turquoise 
and pink. 

The duplex is available in three 
models—with the automatic ice- 
maker and no-defrost, without the 
ice-maker, and with no-defrost in 
the refrigerator alone. 

Eight freezer models’ include 
three chest and five uprights, two 
of them no-defrost. Uprights go 
from 9 to 15.2 cu. ft. Chests range 
from 15.3 to 23.1 cu. ft. The chests 
each have a special 3-cu.-ft. fast- 
freezing compartment. Uprights are 
flush-hinged, have new gaskets, 
copper bronze accent trim. 


Wireless remote control on the Im- 


perial Son-R air conditioner will 
require little explanation to any- 
one who ever saw a remote TV 


demonstrated. The device, available 
on just the one Royal 2-hp model, 
provides on and off; high, medium 
or low speeds; fan only, cool, cool 
vent and vent only controls. 











EAST... BOSTON—Appliance sales 
the past two weeks slumped 
considerably below levels of 
the same period a year ago, 
ending an earlier flurry of au- 
tumn activity. Except for wash- 
ers and, to some extent, dryers, 
white goods were weak and 
brown goods” generally not 
much better. Stereo has yet 
to show expected seasonal 
strength. The greater Lynn area 
and even some of the Boston 
market were hurt by the pay- 
roll losses in the strike against 
General Electric Co. Unem- 
ployment in general has_in- 
creased in the greater Boston 
area. Most dealers reported a 
decline in the number of look- 
ers and a consequent falloff in 
impulse buying. Dealer inven- 
tory controls were tightening. 

Benjamin Jacobs, president 
of Shawmut Television and Ap- 
pliance, Inc., Boston, reported 
brown goods were “holding up 
well” with him, but that “white 
goods are not holding their 
own.” Of market conditions in 
general, Jacobs said, “There is 
a lot of pessimism in the air and 
it’s difficult to find the causes. 
Saturation of the market is 
high and the replacement mar- 
ket is limited,” he said. Many 
small dealers, he said, lost a lot 
of business to mass retailers 
“selling appliances like peanuts 
from a vending machine.” Now 
even these ‘“‘big operators are 
learning that the butter is 
spreading pretty thin.” 

Frank Archer of Archer Ap- 
pliance and Television § Co., 
Chelmsford, said: ‘In a general 
sense, business is not aggres- 
sive. Washing machines in the 
medium-priced range are mov- 
ing best. Fewer people than 
ever are paying cash on the 
line.” 

According to 


Allan Clark, 


INDUSTRY |i] | 


MEMO. [I 


e In most European countries, the 
refrigerator and washer markets are 
about to take off, according to Sid- 
ney Horniblow, managing director 
of the Service Advertising Co. of 
London. About 20° of the popula- 
tion owns them, he said, and that’s 
the point at which ‘ta commodity 
becomes a mass-market necessity 
instead of a luxury for the minor- 
iv. 


e Pleased by the reception of its 
1961 line, Frigidaire announced it 
was recalling an additional 375 em- 
pioyees. It brings to 900 the number 
of employees recalled in Dayton, 
Ohio, since early in September. 


e Entering the final quarter, here 
is how the home electronic situa- 
tion stood: TV retail sales up 7.58%, 
radio up 20.10%, phonos ahead 
16.30. Latest industry figures are 
not so encouraging for other appli- 
ances. Most are way off 1959 totals. 
Please see page 42. 
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A flurry of early autumn sales seemed fizzled out last week, as most 
dealers and distributors waited for Thanksgiving to come and go. 
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manager of appliances, Middle- 
sex Supply Co., Lowell, wash- 
ers were among the most active 
goods in a “‘spotty market.” But 
home’ laundry combinations 
were running into. resistance 
because, he said, the public is 
afraid that if one of the units 
goes, the other will be a loss. 
Dryers as separate units are 
finding increasing popularity at 
this time of the year, he added. 

John Hanley, president of 
Rural Appliance Center of 
Town and Country Utilities, 
Tewkesbury, stated: ‘We are 
buying pretty close to the belt 
because conditions are general- 
ly quite stagnant. We are giving 
quite liberal trade terms, but 
our policy now is to get our 
price. There was a time when 
we would open the door and 
people would rush in to buy, 
and we wound up just handling 
money. There seems to be an 
across-the-board weakening in 
the industry. Let’s hope that 
there’ll be a turn for the better 
after people get their minds off 
Thanksgiving.” 


SOUTH MIAMI—“‘‘Business,” 
spouted a knowing distributor 
quoting figures, “is spotty from 
city to city and spotty within 
the city from dealer to dealer.” 

Retailer reports backed him 
up, but competing distributors 
disagreed. 

There was a general agree- 
ment, however, that business 
will be better after the election. 
Dealers and distributors said 
the year will wind up ahead of 
1959. 

But October sales here 
dropped, with downtown re- 
tailers suffering most from a 
six-week bus strike that cut 
sales 25% to 30%. 

The area-wide figures the 
distributor quoted for the first 


seven months revealed white 
goods down anywhere from 6% 
to 25%, except for dryers (up 
10%). His own sales were 
down, too, except for wringer 
washers, refrigerators (up 
20%), dishwashers, freezers 
and built-in electric ranges. 

Sea Coast Appliances’ Stan- 
ley Glaser reported his distribu- 
tor television sales, after a 
dropping from June through 
September, doubled in October, 
and were running 5% ahead. 

“Right now I’m concerned I 
haven’t enough,” stated Glaser. 
“The appliance business is de- 
pressed,” he continued, ‘but 
business is going to get good. 
I’ve never seen a year, no mat- 
ter how iousy business was, that 
it didn’t pick up the day after 
Thanksgiving.” 

Cain & Bultman, statewide 
Zenith and Norge distributor, 
had the biggest October ever, 
according to Miami _ branch 
manager Robert A. Buescher. 
“Dealers are selling right 
across-the-board, and we sent 
out a bulletin congratulating 
them on the banner month,” he 
responded. 

Business for Gibson and Hoff- 
man distributor W. W. York of 
Electric Sales & Appliances was 
40° ahead, with October best 
for television. ‘‘We’ve got such 
good value and price that deal- 
ers are bringing the people in 
with advertising and sweeping 
their house,” he asserted. 


WEST CHEYENNE, WYO.— 
Cheyenne appliance sales were 
booming this fall despite a 
small slump the first two weeks 
of October. Despite the slow 
period, all dealers reported that 
October sales were equal to, or 
above, last year. 

Lyle Harsch, 
Rancher’s Appliance 


manager of 
(Maytag 


and Westinghouse) blamed “the 
uncertainties the people feel 
over the election’”’ as the reason 
for the mid-October slump. 

Most dealers reported that 
their sales volume for the year 
was about 5% greater than in 
1959, but Harsch said his sales 
were 21% higher. 

A good volume of business 
in laundry equipment was re- 
ported by all dealers. Fred Ny- 
lander, commercial manager of 
Cheyenne Light Fuel and Pow- 
er Co. and secretary of the 
Cheyenne Appliance Dealers 
Assn., said the association has 
“been giving a promotional 
push on laundry equipment this 
fall and dealers are capitalizing 
on the weather change to con- 
vince the housewife what a 
burden it is to lug a heavy wash 
out to the clothesline.” 

Ed Martin, manager of Good- 
year Service Stores (General 
Electric), said single-piece laun- 
dry equipment sales were bet- 
ter than the combined washer- 
dryer units. “Our sales have 
been heaviest on the automatic, 
two-speed washers in the medi- 
um-price range.” 

Television and _ stereo sales 
were picking up and one dealer, 
the Electrical Center (Norge), 
reported that sales of freezers 
had been particularly good. 

A boom in home construction 
has also been beneficial to the 
appliance sales, Nylander said. 
“Nearly all of the homes being 
built in the $16,500 class and on 
up are being equipped with 
dishwashers,” he said. 

Harsch also commented that 
builder sales are increasing, 
and added “the builders are 
picking more appliances local- 
ly to get service guarantees on 
the built-ins. The home owner 
is beginning to demand _ such 
service guarantees.” 





Macy’s 


a NT OF 


“ANAL BRANDS AN 


Weds Matsushita 

THE RESULT: This in-store display at Macy’s, New York, being inspected by 
Morey Matsumoto, left, executive vice president of Matsushita Electric Corp. 
of America, and Roland E. Kluger, Macy’s assistant department manager. 
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THIS WEEK'S [iii 
COLOR TV [ili 


MONDAY (All Times E. S. T.) 

6 A.M. (NBC) Continental Class- 
room (Monday-Friday) 

10:30 A.M. (NBC) Play Your Hunch 
(Monday-Friday) 

11 A.M. (NBC) The Price Is Right 
(Monday-Friday) 

12:30 P.M. (NBC) I+ Could Be You 
(Monday-Friday) 

2 P.M. (NBC) Jan Murray (Mon- 
day-Friday) 


WEDNESDAY 
8:30 P.M. (NBC) The Price Is Right 


THURSDAY 
9:30 P.M. (NBC) Tenn. Ernie Ford 


SATURDAY 
10 A.M. (NBC) Shari Lewis 
10:30 A.M. (NBC) King Leonardo 
7:30 P.M. (NBC) Bonanza 


SUNDAY 
6 P.M. (NBC) Macbeth Starring 
Maurice Evans, Judith Anderson 


9 P.M. (NBC) Chevy Show 
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HAPPIEST PROBLEM EVER... 


What to sell first...with four great features right across 
New General Electric Filter-Flo° Washer Line 


Now, for the first time, 4 great new 
profit and sales-making features right 
across the entire line of New General 
Electric Filter-Flo Washers. Practical 
features customers will pay their money 
for! Demonstrate each feature shown at 
left and, in some models, these extras: 
5 Automatic Cycles. Toucha key, turn 
a dial—it’s that easy to get correct 
water temperature, speed, time for any 
clothes load—small or a full 12 lbs. 
Bleach Dispenser—either storage or 
“‘one-shot.’’ Other features customers 
want: Cold Water Wash, Cold Water 
Rinse, Suds Return System (optional), 
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Pre-Set Water Level Selector. 

Quality you can count on! New 1961 
General Electric Filter-Flo Washers— 
the Volumatic V-12 line—has been ex-' 
haustively tested in laboratory and 
home use for maximum dependability. 

Matching High Speed Dryer available 
for Filter-Flo Washers. General Electric 
Co., Appliance Park, Louisville 1, Ky. 


ad 
Toten BI | 


Progress /s Our Most /mportant Product 


GENERAL @® ELECTRIC 





Fits like a ‘built-in.’ Hoses and 
plumbing connections recessed in 
cabinet. 36” high, 25’’ deep. 


Big 12-lb. capacity. 20 percent 
more than ever before. Saves time, 
water, detergent and work. 


@ 


Filter-Flo Washing System cleans Better washability with a new Ac- 
and re-cleans wash water—leaves_ _tivator® driven by a more power- 
no lint-fuzz on clothes. ful motor. Getsclothes truly clean. 
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NRMA Launches 
All-Out Lobby 


Aim of the campaign: to keep 
the retail store exempt from 
any minimum wage legislation 
the 87th Congress might pass 


Fearful that both parties’ strong 
support for extended coverage of 
minimum wage policy might go un- 
checked (EM Week, Nov. 7), the 
National Retail Merchants Assn. 
last week called for all good re- 
tailers to rally their influence 
against any such legislation. 


Between now and the opening ses- 
sion of Congress on Jan. 4, NRMA 
“will hit its membership with the 


NUMBER ' ANG) IN A SERIES 
OF WEEKLY GIBSON MESSAGES 
TO ALL APPLIANCE DEALERS 


PANAMA 4 


seriousness of the loss of the retail 
exemption to department and spe- 
cialty stores. At the same time we 
will enlist them to personally and 
repeatedly visit their ‘home-dis- 
trict’ Senators and Congressman,” 
announced George Plant, manager 
of NRMA’s personnel group and 
secretary of the employee relations 
policy committee. 


NRMA plans a three-step push: 

(1) Members will receive a de- 
tailed analysis of the problems 
which retailers would confront if 
they were included under the Fair 
Labor Standards Act. 

(2) Members will be educated 
about the possible impact of such 
legislation on their own operations. 

(3) Members will be urged to 
visit their Senators and Congress- 
men 


As a follow-up, the group also plans 
a long-term lobby program: 

(i) Sen. Barry Goldwater (R- 
Ariz.) will speak to a top manage- 
ment session for retail executives 
at NRMA’s 50th convention slated 
for New York’s Hotel Statler-Hil- 
ton, Jan. 8-13. His topic: The out- 
look for wage-hour legislation in 
the 1961 session of Congress. Ai the 
same time, NRMA will present a 
plan of action for its members to 
follow during the new Congress. 

(2) NRMA members will be 
urged to set aside Friday, Jan. 13— 
the day after the convention—for 
personal visits to their Senators and 
Congressmen in Washington. 

(3) NRMA’s employee relations 
committee, acting as a watch-dog 
group, will meet shortly after the 
opening of Congress to analyze any 
proposed wage-hour legislation. 


GIBSON’S 


SWEEPSTAKES 


100 ALL-EXPENSE 
LUXURY VACATIONS 
FOR YOUR PROSPECTS 
AND CUSTOMERS! 


get going...get 
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PANAMA“ 
SWEEPSTAKES 


Again this year, Gibson is offering your customers | 
fabulous Panama Jet Holiday vacations to build | 


traffic and sales for you. 


From now through April 30, 100 lucky people who | 
have registered at Gibson Dealers will receive all- | 
expense trips via Braniff El Dorado Jet to the | 
luxurious E] Panama Hilton Hotel . 
Dealer who registers a winner will also receive a free | 


Jet trip to Panama! 


Entry blanks will be available only at Gibson 
Dealers! Winners will be determined by the Reuben 
H. Donnelley Corp. National advertising in Par- 
ent’s Magazine and Good Housekeeping plus the 
greatest point-of-sale merchandising kit you’ve 


ever received will promote the Sweepstakes. 


Last season’s Hawaiian Jet Holiday Sweepstakes | 
drew hundreds of thousands of prospects to Gibson | 
Dealers. Increased promotion this year will boost | 
entries to the million mark! Get your share of this | 
valuable traffic! | 


Complete Dealer kits are available from your | 


Gibson Distributor now! 


Li hson 


Gibson Refrigerator Sales Corporation, Greenville, Michigan, Subsidiary of HUPP Corporation 





. and every | 
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‘ fz, 
Won't Beat Us On Price—Woolworth’s 2 


A lot of people are wondering if the chain store president’s state- 
ment means that Woolworth’s will become a 2,300 store chain 
of small appliance discount houses competing with small dealers 


In a speech that he gave before 
the Boston Conference of Distribu- 
tion last month, Robert C. Kirk- 
wood, president of F. W. Woolworth 
Co., said that ‘‘while ours is not a 
cut-rate business, we decided that 
we would no longer permit our- 
selves to be undersold on any iden- 
tical item by any form of competi- 
tion operating within’ shopping 
distance of our stores.” 


Kirkwood explained that Wool- 
worth’s had had its share of head- 
aches from both the discount 
houses and the supermarkets be- 
cause of their invasion of the gen- 
eral merchandising field. ‘‘But, hap- 
pily,” said the chain store president, 


“we have learned from closely ob- 
serving their operations.” 


In answer to the competition from 
supermarkets and discounters, Wool- 
worth’s is “upgrading merchandise, 
particularly with the view of com- 
pleting subdivisions already being 
merchandised, and adding new items 
and even new departments not pre- 
viously handled.” What’s more, 
Kirkwood said that the company is 
adding ‘a much broader range of 
hardware including electrical ap- 
pliances.” 


Woolworth’s officials declined to say 
exactly how’ many of the approxi- 
mately 2,300 stores would carry 


electrical appliances, or what brands 
or prices would be featured. And 
no one would say exactly what ac- 
tion the company would take to 
prevent itself from being ‘under- 
sold by any form of competition.” 


“Discount Prices on All Electrical 
Appliances” screams the sign over 
the appliance counter in one of the 
company’s New York stores. Here 
are some of the appliances and 
prices featured in the New York 
store: Shetland floor polisher, $29.- 
95; Sunbeam Ironmaster, $7.67; 
G-E Visualizer iron, $6.77; Sun- 
beam automatic toaster, $15.88; 
Universal Coffeematic, $16.89; G-E 
heater, $15.89; Sunbeam heater, 
$17.59; Tropicaire heater, $4.95; 
Toastmaster toaster, $13.88; and a 
McGraw-Edison blender, $17.95. Al- 
so on display were an electronic 
chord organ, $99.95; a portable elec- 


tric chord organ, $69.95 and port- 
able transistor radio and phono- 
graph combination (Victor Co. of 
Japan), $39.95. 


Woolworth’s is doing -business in 
every state, including the two new- 
est ones. And, according to Kirk- 
wood, the company is “opening a 
new store every other business day 
and expects to open 150 this year.” 


Prices in the chain store range from 
pennies to $100. Price policy has 
always been based on “strictly. 
cash,” but the company is now ex- 
perimenting with credit. 


“We are conscious of the contest 
that is taking place for the general 
merchandise dollar [and believe] 
Woolworth’s will be in an excellent 
position to obtain its share,’’ pre- 
dicted Kirkwood. 





Waterfalls: Tidal 
Wave Or Trickle 


If you’re thinking of taking a 
plunger on a specialty item, 
try the cascading falls—you 
may make a big splash with it 


But then you may just as likely 
make no splash at all. Each store 
gets a different customer reaction. 
Just why is one of those mysteries 
of the public tastes. As in the pre- 
election scrambling last week, 
everyone has an opinion, but no 
one knows anything for sure. 

“We sold close to 10,000 items,” 
said Murray Balinson of E. J. Kor- 
vette in New York. 

“Demand has dropped away to 
nothing this year,” said Adelaide 
Warburg of May Department 
Stores, Baltimore. ‘It was a fad.” 


The basic item originated in Cali- 
fornia two years ago. Three or four 
shallow bowls, usually from 16 
inches to 36 inches in diameter, are 
arranged vertically, with the water 
cascading from one bowl to the 
next larger one below it. A pump 
pushes the water back to the top to 
provide a continuous fall. 

Prices range from $200 to $22.89. 
The bowls are made (in order of 
expense) of cement, fiberglass, 
metal or plastic. Depending on the 
store you’ll find them in the garden, 
housewares, sporting goods, sum- 
mer furniture or gift department. 


Which price, which material, which 
department is most profitable? That 
depends on whom you ask. 

EM Week asked Joan Kane of 
Jenkinson’s in suburban Wayne, 
N. J. “The high-priced fiberglass 
sets are the biggest sellers. The 
cheap plastic ones have ruined the 
design.” 

From Korvette’s Balinson, the 
story is just the opposite. “They 
finally got some plastic ones priced 
real down-to-earth. The three- 
bowl for $22.89 was our top item.” 


“They started out like a house of 
fire, then petered out,” said Stern’s 
Vincent Vella. “The four-tiered, 
$50 plastic one was our best.” 

“At Macy’s,” said buyer Carl 
Schnapp, “we didn’t do a heck of a 
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G-E Displays At Grand Central Station 


IN THE NEXT two months, about 250,000 people will visit the G-E consumer 
products display at the Merrill Lynch, Pierce, Fenner and Smith Information 
Center in Grand Central Station. In the above picture (left to right) H. A. Olsen, 
G-E vice president; C. W. Meytrott, vice president, Consolidated Edison Co.; 
and W. H. Sahloff, general manager of G-E’s Housewares Division, examine 


some of the appliances on display. 





* 
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LFC Moves To Larger Quarters 


MORE ROOM to display Universal appliances and housewares is the big feature 
in Landers, Frary and Clark’s new Chicago headquarters in the Merchandise 
Mart. Regional sales offices are behind the display area. 





Another Refund 
For Exhibitors 


... was the decision that the 
board of directors of the 
National Housewares Manufac- 
turers Assn. made last month 


A refund of 21% of exhibit fees 
will be paid to exhibitors in the 
July, 1960, Atlantic City National 
Housewares Exhibit, according to 
Dolph Zapfel, NHMA secretary. 


“This is the 33rd consecutive refund 
we’ve made since the exhibits 
started in 1939,” said Zapfel, ‘and 
the perfect refund record has kept 
NHMA exhibit fees the lowest of 
any national trade show, despite 
steadily increasing costs.” 


In 1961, the mid-year exhibit will 
be in July rather than June. NHMA’s 
board of directors made the decision 
at its October meeting in Chicago 
after an industry-wide survey in- 
dicated a widespread lack of inter- 
est over the issue of changing the 
traditional July dates. 


After the October meeting, board 
members toured the nearly com- 
pleted McCormick Place, Chicago’s 
newest lakefront exposition center. 
NHMA directors were impressed by 
the upper (main exhibit) level and 
the exhibit, restaurant and meet- 
ing room facilities on the restau- 
rant level. 


Every available square foot of 
space already has been assigned to 
a record 909 exhibitors for the Jan. 
16-20 winter show—174 more than 
last year. 

“We used every bit of space in 
the new hall,” Zapfel beamed, “but 
we’re still 500 booths short of the 
number that the industry wanted. 
This year’s requests for space ex- 
ceeded all expectations.” 









lot of business with them. Most of 
it was in the $30 plastic sets.” 

There is similar variability in 
other selling patterns. “They sell 
much better in the suburban stores,” 
said Ann Shea of Woolworth’s “be- 
cause they are a patio item.” 

‘We push them for both patios 
and indoors,” said Schnapp, “and 


Herald Square in Manhattan is lead- 
ing the suburbans.” 


“It’s definitely a seasonal item,” 
said Newberry’s Donald Ross. But 
at Macy’s, waterfalls will be in a 
housewares display in January. 
Now manufacturers are adding 
wall models, simulated rock falls, 


and small fountains to their lines. 


But what will the market be for 
the falls by next summer? 

Miss Kane: “The cascade type 
will be dead in a few months.” 

Balinson: “It will be a good item 
—a surprisingly good item.” 

Pick the prediction that suits you. 
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Frank Questions; Frank Answers 


The scene: AHLMA’s conference in San Francisco. The ques- 
tioners: Women’s magazine editors. The result: Home laundry 
equipment manufacturers candidly responding as they rarely do 
in public about some of the problems plaguing the industry 


The session was called ‘Industry 
Plain Talk.” And the 400 home 
economists and 80 industry experts 
participating in the conference of 
the American Home Laundry Man- 
ufacturers Assn. heard just that. 

Some of the discourse went like 

this: 
e “Is laundry equipment becom- 
ing too automated . . . a mechanical 
monster to many women?” asked 
Jane Cornish, ‘Good Housekeep- 
ing.” 

“Automation ... is not the home 
laundry industry’s invention. Fab- 
rics are more complex need 
more complex machines... ,” an- 
swered Frank Lindsay of Maytag. 

“Our industry is still in evolu- 
tion, an early stage of nomenclature 


and in the education of the home- 
maker .. . case of whether to teach 
women to use complex machines, or 
make simple machines which need 
no consumer education ... ,” added 
W. L. Hullsiek of Kelvinator. 

e “Is the program washer taking 
the flexibility out of the home- 
maker’s laundry job?” queried Vir- 
ginia Habeeb, “The American 
Home.” 

“Laundry equipment is designed 
in three groups for three types of 
homemakers: 1) simple, for women 
with uncomplicated laundry tasks 
and/or a fear of controls; 2) ma- 
chines with flexibility of control for 
those with a variety of washing 
jobs and’ a willingness to under- 
stand various fabrics and who want 


PLAIN TALK FROM EXPERTS was feature of conference. Above, from left, 


are: Harry M. Kane, Whirlpool; 


Frank Lindsay, 


Maytag; W. L. Hullsiek, 


Kelvinator; Frank Spangler, Westinghouse; Harlan Besse, Hotpoint; Guenther 
Baumgart, AHLMA president; Elizabeth Sweeney Herbert, “McCall’s”; Jane 


Cornish, “Good Housekeeping”; 
Livingston, “Parents’.” 


Virginia Habeeb, “American Home’; Maxine 


control over the washing; 3) pro- 
gram machines for women with a 
variety of laundering needs, but who 
do not want to have to think about 
laundering techniques—just let ma- 
chine do it... ,’’ said Harlan Besse, 
Hotpoint. 

e “I can’t understand why the 
combination hasn’t done _ better,” 
offered Maxine’ Livingston of 
“Parents’ Magazine.” 

“The industry hasn’t sold the 
convenience of the combination .. . 
needed is change of thinking by 
consumer and by the dealer 
need dealer education and then 
salesmen ... all must understand 
and appreciate the new laundering 
routine the combination offers as a 
convenience, and as a requirement 

., stated Lindsay. 

“The value of the dryer needs 

more attention ... It is most time- 
saving of all appliances . . The 
features and values of dryers must 
be taught to retail salesmen through 
more industry effort ... ,” added 
Harry M. Kane, Whirlpool. 
e@ “What are you doing about the 
state of service... ? The quality of 
service consumers are getting is 
slowing up. sales of automatic 
equipment,’’ asked Elizabeth 
Sweeney Herbert. 

“Four types of progress are help- 
ing with that problem ...1) design 
—there is an increase in the ma- 
turity of machine and component 
designers’ thinking; 2)  specifica- 
tions—manufacturers have much 
better laboratory testing facilities 
for components and equipment; 3) 
accessibility—this problem for the 
serviceman is. being’ corrected. 
Some manufacturers are making a 
designer demonstrate accessibility 
to parts and controls before consid- 
ering a design; 4) profit—manufac- 
turers are enabling servicemen to 
make a profit, are helping also with 
technical and management schools 
..., pointed out Besse. 


“Another way is preventing serv- 
ice... Each unit of our new com- 
bination went into our customer use 
laboratory for 48-hour test. Before 
going out... ,” said Kane. 

e ‘Are bleach dispensers good... 
will they be better?’’ asked Cornish. 

“Dispensers came because home- 
makers were using bleaches badly 
... They still require good judge- 
ment, should make homemaker’s 
job easier but not eliminate it... ,” 
said Hullsiek. 

e “Are there too many models of 
laundry equipment... at too many 
prices?” asked Mrs. Habeeb. 

“No ... the manufacturer tries 
to please the homemaker .. . If the 
consumer is confused it is because 
of the dealer . Salesmen need 
more training in helping home- 
maker select a machine to meet her 
needs ... but he has to understand 
and interpret her needs... ,” said 
Hullsiek. 


Dealers and distributors at the 
home laundry conference would 
have noticed these highlights in the 
other talks which were directed 
primarily at home economists doing 
their jobs of keeping homemakers 
up-to-date on home laundering 
equipment and techniques: 


Manufacturers of washers will have 
to reconsider the type of wash-and- 
wear cycles built into their ma- 
chines . . . Women are not getting 
satisfactory results ... With new 
cottons permitting hot water wash 
and hot air dry, changes will be 
needed ... ,” according to N. F. 
Getchell, National Cotton Council. 


“We ... learn from technical people 
in the appliance industry that as 
we learn more about the important 
factors for washing wool, they 
would be happy to install special 
cycles for wool... ,’’ stated Wallace 
Russon, of the Wool Bureau. 


“Numerous new methods for textur- 
ing nylon, dyeing finishing and 
fabrication—the result, outerwear 

Continued on page 37 





Service Problem 


.. While the product is being 
designed, Los Angeles appli- 
ance meet hears. Cost of serv- 
ice must count in quality rating 


One of the most important things 
an appliance manufacturer must 
remember is that appliances require 
service and adjustment, H. R. Clark, 
general service manager of Waste 
King, told engineers and technical 
men assembled last week in Los 
Angeles for the Second Western 
Appliance Technical Conference of 
the American Institute of Electrical 
Engineers. 


Even free-standing units should be 
designed to be serviced in place, 
Clark continued. 

‘Space in today’s homes is being 
rapidly filled with more and newer 
appliances,” he explained. ‘Work 
space for service in the home has 
become limited. 

“Recognizing this fact, service 
departments must influence design.” 


A threefold challenge was next on 
Clark’s agenda: 

e To the manufacturer: Encourage 
a more comprehensive service ac- 
tivity—one which works closely 
with production and design groups. 
e Io the project engineer: Take 
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Must Be Faced... 


heed of what service departments 
say; make use of product analysis 
reports. 

e To the product service manager: 
Be aggressive in standing up for 
the role which service plays in the 
total product and sales picture. 


The serviceman in the field, Clark 
concluded, is closest to the real 
judge of all manufacturing efforts, 
the consumer. 
knowledge of the serviceman must 
be considered in product design and 
production. Product service depart- 
ments should expand their influ- 
ence wherever possible. 


A way to predict service costs was 
offered by another speaker at the 
AIEE conference. 

Ray Sonderup, Philco’s manager 
of appliance quality control, defined 
quality as “that property of a prod- 
uct which creates a desire for con- 
tinued use or ownership.” 

Service costs, he continued, must 
be considered part and parcel of 
quality production at the factory. 


Use this formula, Sonderup advised, 
to figure out “projected field serv- 
ice cost”: Percentage of defects, 
times percentage of material and 
labor costs for field repair, times 
percentage of customer complaints 


The opinion and: 





So, Who’s Minding The Store? 


It’s getting harder and harder 
for trip-takers to find time to 
tend their businesses 


“It’s a full-time job,” puffed a 
New York dealer as he staggered 
down the steps of a Pan-Am plane, 
just back from a week of basking 
on Bahamian beaches with Fed- 
ders. “I’ve got to pack tonight to go 
to Hawaii with G-E.” 

Ignoring, for the moment, the 
pros and cons of trips, the tax ques- 
tion and the worry over who’s to 
m.nd the store, here’s a rundown 
of who has been where recently and 
what’s on the slate for next year. 


Fedders, winding up its 1960 jun- 
kets just last week, took 4,000 to 
Grand Bahama Island, 800 to Paris 
and some 700 to Israel. Next fall, 
it’s Rio and St. Croix, Virgin Is- 
lands. 


Gibson, catching a breather after 
hosting its Hawaiian wingding in 
September, has a real problem: 
How to handle the 9,000 who’ve 
signed up for Panama City next 
year. 


G-E is in the midst of its 1960 
“Golden Value” trips: Jet jaunts to 
Hawaii and Caribbean cruises. 


Norge takes off for Nassau in Jan- 
uary. 


Frigidaire will send room unit deal- 
ers in November, 1961, to U. S. 
resort spots, Jamaica or Europe. 


Whirlpool will send laundry folk to 
Las Vegas, Miami, Hawaii, Mexico 
and Europe early in 1961. 


Admiral goes south of the border 
in March, with a six-day Mexican 
holiday for color TV people. 





—equals projected service costs for 
each quality item. 


“The sum of these factors,” Sonder- 
up concluded, ‘‘should be the actual 
service cost experienced by the 
field at some later date. 

“This information can then be de- 
termined early enough to correct 


problems wherever necessary to 
maintain an average service cost no 
greater than has been established as 
being necessary for that product.” 


Figuring in service costs as an es- 
sential factor in the quality of a 
product, he added, should further 
quality control in all appliances. 
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OVERNIGHT BEST SELLERS! 


Here’s why new RCA VICTOR Filairline clock and table radios are such instant hits: 


Flairline styling—almost 4 inches thin! @ RCA Security Sealed Circuits seal quality 
Beautiful decorator colors! in, seal trouble out! 

Fashion-finished back! Beautiful! Smart! Exclusive RCA Victor “Golden Throat” 
New cooler operating, longer lasting tubes — tone system! 


25% cooler chassis! Concealed hand grip for easy lifting, carrying! 























Exclusive ‘‘Filteramic’’ Antennascreens out man- New beauty for night tables! New Flairline clock-radios almost 4 inches thin! 
made static! Flairline styling—almost 4 inches Automatic ‘““Wake-to-Music” alarm . . . easy-to-read clock face . . . sleep switch. tel shades that blend beautifully into any room 
thin! High-efficiency 3” x 5” speaker. Beautiful § Fashion-finished back gives it customer-appeal from any angle. The Formflair in Shell and décor. Fashion-finished back . . 
color combinations. The Charmflair (Model 1X4) White (Model 1C1) and The Timeflair in lovely pastel combinations (Model 1C2) 


Fashion-wise telephone colors—smart new pas- 
. and almost 
4 inches thin! 7he Colorflair (Model 1X1) 


Tmx(s)® 


The Most Trusted Name in Radio 
RADIO CORPORATION OF AMERICA 
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For NORMAL loads. 


guesswork. 
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\ = 4 Gas Models 


Ordinarily, if a laundry appliance salesman has ONE strong sales 





AS PREDICTED 


SPEED QUEEN'S “Twin Dry” cycle has proved 
itself a winner on the SALES floor and in the HOME 


AUTOMATIC “‘SPEED-DRY” 


matically. Dryer stops when clothes are dry. 
Guards against over-drying. Eliminates timing 


For heavy, bulky fabrics: Dryer stops automat- 
ically according to pre-set time. 


Speed Queen’s exclusive 
“In-a-door” Lint Trap. 
Handy, always visible as 
a reminder, easy to clean. 
Out in front where a lint 
trap should be — with the 
heating element to the 
rear where it should be — 
so that front of dryer 
doesn’t get hot. 


PLUS 


Speed Queen’s exclusive 
stainless steel drum. Rust- 
proof, chip-proof — guar- 
anteed for life of dryer. 
Puts Speed Queen in a 
quality class all by itself! 


closer, he feels pretty lucky. Here, with the Speed Queen Dryer, he has 


an unmatchable combination of THREE powerfu! closers. With 


these THREE big features, a prospect CAN’T very well walk away because 
there’s no place else to go — to get the same benefits! Hence the question: 


why not put these big consumer benefits to work for you and 
watch your dryer sales take a quick and profitable jump ahead? 





SPEED QUEEN, A Division of McGraw-Edison Co., Ripon, Wisconsin. 





Famed for Dependability 








SPEED QUEEN 
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YOUR personal BUSINESS 


If Vv rouble h — hav ; “nat. more - ed 
tag Ys ra Tieden’ treat it : ae ES, , it’s just.one o 
t og eh that happens to you when you pass 40. forms of deaf- 


ness can be cured. And others can be minimized through treatment. 


In the lace, deafness up with old age is @ fal- 
haoy. . creubie oor ats at any lab of fife sven teters 

rth. Many babies are. born with hearing defects because their mothers 
had German measles during early pregnancy. 


A rota eouse of Sete ne 88 | both S is infection: 
Wastoiditis, colds, aoe ph ens lares ons Se adenoids, mea- 
sles, mumps and so forth can damage the delicate hearing mechanism. 
What's more, the damage isn't always readily apparent. It may crop 
up later in life. 

Another common cause of deafness, especially in young adults, is 
ostosclerosis—a locking of the tiny bone which sends vibrations to 
the inner ear. Generally this malady is hereditary. But its effects 
don't crop up until you're 20 to 40 years old. 

Two types of. surgery often can relieve ostosclerosis: One makes a 
new opening for the sound to pass through. The other gently wiggles 
the hardened bone until it moves. Usually a doctor will try the lat- 
ter method first, since it’s not such a major operation. 

There's a new type of surgery that might develop into the most 
helpful treatment yet for ostosclerosis patients: The surgeon puts 
a tiny plastic tube into the ear. And this tube, in turn, can con- 
duct sound to the hearing nerve. So far, this operation has been ef- 
fective in 90% of the hundreds of cases tried. 


Perforated eardrums often cause deafness. Today, a recently perfected 
Surgical operation—myringoplasty—often can mend the damage. It 
works this way: A skin graft seals off the middle ear so it won't be- 
come infected and—at the same time—rebuilds a vibrating ear drum. 
Another very similar operation—tympanoplasty—is used in cases 
where the eardrum and middle ear bones have been destroyed by infect- 
tion. 


Even in; cases where ery and medicine can't relieve deafness, 
there's still hope. A hearing aid, chosen with the help of an ear spe- 
cialist, can sometinies do the trick. Warning: Don't buy one on your 
own. Just because a particular unit looks nice on is no indication 
it's the proper one for your case. 

Sometimes it's a good idea to attend lip reading classes—even if 
you have a hearing aid. Combining the two hearing helps can produce 
better results than trying just one or the other. 

For more information on these classes—and general data on deaf- 
ness—contact the American Hearing Society, Washington, D.C. 


Have you run into the problem of assessing "goodwill" when buying or 
selling a business. The Internal Revenue tte. recently has changed 
its definition to rule out disputes over the question. 

Previously, goodwill, which is a capital asset, had to be assessed, 
and included in the sales. price. Then, the seller of the business had 
to pay taxes on his capital gains fromthe sale of his business" good- 
will. And, in cases where a business depended on its owner's skill for 
its goodwill, that figure could be a substantial one. 

Now, I.R.S. rules, in companies like the one just described, good- 
will can't be considered—and taxed—as an asset that's passed along. 
Why? It remains with the seller—even in cases where the name of the 
business changes hands. 

On the other hand, in cases where the business being sold doesn't 
rely solely on its owner's skills, goodwill can be included in the 
taxable price—even in cases where there's.no transfer of company 
name. A 
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“Alright, Mrs. Taylor, you want the frost free refrigerator and I’m giving 
you $75 allowance on your old one—Mr. Gorham, you want 2 room air 
conditioners and I’m giving you $50 off list on each .. .” 
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A DISTRIBUTOR SALESMAN 


G2, 


A New Illness. 
~ Ad ‘Packageitis. ° 
Is Spreading 


peep In The Industry 


+++ 







The disease isn’t necessarily fatal. It dees srem 
to be highly contagieus. In its chrenic form, 
it appears to be severely debilitating. Sane 
think that it is incurable. 

The sickness causes otherwise practical and 
sound appliance executives to build their en- 
tire sales program on The Big Package—-the 
red ribbons, the decalcomania stickers, the 
painted crests, the royal insignias, paper medals, 


: 
| 
| 


proved ideas about e.ery- 
thing. that is, except the: product the 
package. 

As a distributor salesman, I have been t.and- 
ed a seemingly unending series of these ¢ack- 


‘ages recently. Invariably, I have been told that 


after presenting The Package to the dealer, he 
will a) swoon with sheer joy, b) so 
excited with the promotion upon reviving that 
c) he will “ACCEPT HIS QUOTA” and “re- 
order until the cows come home” because d) 
the premium giveaway will make The Pa-kage 


executives who think up these Packsz ses to 
go. out in the field and try and sell thera. 
They might end: up like that sales m»mager 


a 
1 
: 
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Most of them went over like lead balk A 
few, very few, gave a temporary lift & sales. 
None of them succeeded in creating any sert of 


But if the dog doesn’t like the dog food, or 
the customer doesn’t like the picture quality 
of the television set, then ali the electric can 
opener premiums, cellophane wrapping and 
Christmas ribbons will be of small avail. 

It isn’t that customers don’t like peppermint- 
striped packages with pink ribbons. It ien’t thet 
customers don’t like those wonderfuliv zaney 
premiums. They love them. But honest, Mr 
Vice President-in-charge-of-Big-Packege-pro- 
motions, most people who shop around for a 
television set are interested first and ‘foremost 
in the television set itself. 


ABOUT THE AUTHOR—tThe creator of this 
column is a well-known distributor sates man- 
ager who, for obvious reasons, doesn’t want to 
be identified. His free-wheeling comments will 
appear here each month. 
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SPEED QUEEN'S “Twin Dry” cycle has proved 
itself a winner on the SALES floor and in the HOME 


AUTOMATIC “‘SPEED-DRY”’ 


For NORMAL loads. Cycle is regulated auto- 
matically. Dryer stops when clothes are dry. 
Guards against over-drying. Eliminates timing 
guesswork. 





TIME 


For heavy, bulky fabrics. Dryer stops automat- 
ically according to pre-set time. 

















PLUS 


Speed Queen’ s exclusive 
“In-a-door” Lint Trap. Trap. 
Handy, always visible as 
a reminder, easy to clean. 
Out in front where a lint 
trap should be — with the 
heating element to the 
rear where it should be — 
so that front of dryer 
doesn’t get hot. 


PLUS 


Speed Queen’s exclusive 
stainless steel drum. Rust- 
proof, chip-proof — guar- 
anteed for life of dryer. 
3 Electric Models Puts Speed Queen in a 
4 Gas Models quality class all by itself! 


Ordinarily, if a laundry appliance salesman has ONE strong sales 

closer, he feels pretty lucky. Here, with the Speed Queen Dryer, he has 

an unmmatchable combination of THREE powerful closers. With 

these THREE big features, a prospect CAN’T very well walk away because 
there's no place else to go — to get the same benefits! Hence the question: 
why not put these big consumer benefits to work for you and 

watch your dryer sales take a quick and profitable jump ahead? 


nf SPEED QUEEN, A Division of McGraw-Edison Co., Ripon, Wisconsin. 
ad 


SPEED QUEEN 


Famed for Dependability 
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YOUR personal BUSINESS 


it you have trouble hearing — have to ask "What?" more: often 
you'd like—don't treat it lightly, figuring it's just one of 

+, things that happens to you when you pass 40. Many forms of deaf- 

ness can be cured. And others can be minimized through treatment. 





In the first place, always tying deafness up with old age is a fal- 
lacy. Hearing trouble can develop at any time of life—even Tetons 
birth. Many babies are born with hearing defects because their mothers 


had German measles during early pregnancy. 


A major cause of deafness in both children and adults is infection: 
Mastoiditis, colds, influenza, infected tonsils and adenoids, mea- 
sles, mumps and so forth can damage the delicate hearing mechanism. 
What's more, the damage isn't always readily apparent. It may crop 
up later in life. 

Another common cause of deafness, especially in young adults, is 
ostosclerosis—a locking of the tiny bone which sends vibrations to 
the inner ear. Generally this malady is hereditary. But its effects 
don't crop up until you're 20 to 40 years old. 

Two types of. surgery often can relieve ostosclerosis: One makes a 
new opening for the sound to pass through. The other gently wiggles 
the hardened bone until it moves. Usually a doctor will try the lat- 
ter method first, since it's not such a major operation. 

There's a new type of surgery that might develop into the most 
helpful treatment yet for ostosclerosis patients: The surgeon puts 
a tiny plastic tube into the ear. And this tube, in turn, can con-= 
duct sound to the hearing nerve. So far, this operation has been ef- 
fective in 90% of the hundreds of cases tried. 





Perforated eardrums often cause deafness. Today, a recently perfected 
surgical operation—myringoplasty—often can mend the damage. It 
works this way: A skin graft seals off the middle ear so it won't be- 
come infected and—at the same time—rebuilds a vibrating ear drum. 
Another very similar operation—tympanoplasty—is used in cases 
where the eardrum and middle ear bones have been destroyed by infect- 
tion. 





Even in; cases where surgery and medicine can't relieve deafness, 
there's still hope. A hearing aid, chosen with the help of an ear spe- 
cialist, can sometimes do the trick. Warning: Don't buy one on your 
own. Just because a particular unit looks nice on is no indication 
it's the proper one for your case. 

Sometimes it's a good idea to attend lip reading classes—even if 
you have a hearing aid. Combining the two hearing helps can produce 
better results than trying just one or the other. 

For more information on these classes—and general data on deaf- 
ness—contact the American Hearing Society, Washington, D.C. 














ABD... sis. 


Have you run into the problem of assessing "goodwill" when buying or 
selling a a business. The Intsrnal Revenue Service recently has changed 
its definition to rule out disputes over the question. 

Previously, goodwill, which is a capital asset, had to be assessed, 
and included in the sales. price. Then, the seller of the business had 
to pay taxes on his capital gains fromthe sale of his business" good- 
will. And, in cases where a business depended on its owner's skill for 
its goodwill, that figure could be a substantial one. 

Now, I.R.S. rules, in companies like the one just described, good- 
will can't be considered—and taxed—as an asset that's passed along. 
Why? It remains with the seller—even in cases where the name of the 
business changes hands. 

On the other hand, in cases where the business being sold doesn't 
rely solely on its owner's skills, goodwill can be included in the 
taxable price—even in cases where there's.no transfer of company 
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“Alright, Mrs. Taylor, you want the frost free refrigerator and I’m giving 


you $75 allowance on your old one—Mr. Gorham, you want 2 room air 
conditioners and I’m giving you $50 off list on each .. .” 
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A DISTRIBUTOR SALESMAN 


A New Illness, 
‘Packageitis, ’ 

\ Is Spreading 
exe In The Industry 


This strange disease impels a manufacturer. 
to concentrate on “The Package” to the virtual 
exclusion of what goes inside the. package. 


There is a particularly virulent strain of “Pack- 
ageitis” running through the appliance industry. 
The disease isn’t necessarily fatal. It does seem 
to be highly contagieus. In its chronic ferm, 
it appears vo be severely debilitating. Some 
think that it is incurable. 

The sickness causes otherwise practical and 
sound appliance executives to build their en- 
tire sales program on The Big Package—the 
red ribbons, the decalcomania stickers, the 
painted crests, the royal insignias, paper medals, 
cardboard certificates on gold-braided string 
hanging inside that multi-colored, plastic-lined, 
self-dispensing, corporate-imaged, high-fideli- 
ty, performance-tested Package—a package re- 
plete with a sponsored television. program, a 
highly unusual premium giveaway, a block- 
busting advertising program and new and im- 
proved ideas about virtually everything, every- 
thing that is, except the product inside the 
package. 

As a distributor salesman, I have been hand- 
ed a seemingly unending series of these pack- 
ages recently. Invariably, I have been told that 
after presenting The Package to the dealer, he 
will a) swoon with sheer joy, b) become so 
excited with the promotion upon reviving that 
c) he will “ACCEPT HIS QUOTA” and “re- 
order until the cows come home” because d) 
the premium giveaway will make The oe 
“sell on sight to the consumer.” 


I think that a good antidote to Packageitis 
would be for the otherwise sound appliance 
executives who think up these Big Packages to 
go out in the field and try and sell them. 
They might end up like that sales manager 
of a large, high-powered dog food manufac- 
turer who called an emergency meeting of all 
his salesmen. He reminded the salesmen that 
the company -.was sponsoring a big TV show, 
that they were giving away a dog collar with 
each box, that an illuminated sign went with 
each dealer order, and. yet sales were disastrous. 
“What can possibly be wrong?” A pickle-faced 
salesman in the front row spoke the awful 
truth: “The dogs don’t like our dog food.” 


During the past year I have handled dozens of 
Packages with giveaway premiums, from skin- 
diver’s outfits to gasoline-powered model planes. 
Most of them went over like lead balloons. A 
few, very few, gave a temporary lift to sales. 
None of them succeeded in creating any sort of 
solid basis on which to build a line. 

Yet the premiums and the giveaways con- 
tinue to grow instead of to diminish. Radios 
are being given away with refrigerators. Hi-fi 
sets are being given away with washing ma- 
chines. 

But if the dog doesn’t like the dog food, or 
the customer doesn’t like the picture quality 
of the television set, then all the electric can 
opener premiums, cellophane wrapping and 
Christmas ribbons will be of small avail. 

It isn’t that customers don’t like pepperniint- 
striped packages with pink ribbons. It isn’t that 
customers don’t like those wonderfully zaney 
premiums. They love them. But honest, Mr. 
Vice President-in-charge-of-Big-Package-pro- 
motions, most people who shop around for a 
television set are interested first and foremost 
in the television set itself. 


ABOUT THE AUTHOR—The creator of this 
column is a well-known distributor sales man- 
ager who, for obvious reasons, doesn’t want tc 
be identified. His free-wheeling comments will 
appear here each month. 
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SWAN'S G-E APPLIANCES 1933.. 


( 


Bill Swan and GECC 


“GECC sales plans, convenient terms, and merchandising know-how 
help me sell more appliances to more people. Fast and realistic sales 
finance service has made GECC an important part of my sales force 


since 1933.” 
Bill Swan, 


Swan’s G-E Appliances 

Connellsville, Pennsylvania 
During the past 27 years GECC has helped thousands of General Elec- 
tric and Hotpoint dealers sell and resell more than 12 million customers. 
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wAnvest OF COLDER VALBES 
OWN PAYMENT 


Ne Ss Time Payment Plans Arranged Throug! 





$e 
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.A Sales Team for 27 Years 


vheck just a few of these GECC features that can help you SELL MORE 
nd PROFIT MORE: 





Y LIBERAL INVENTORY FINANCING 
FREE SALES PROMOTION MATERIAL 


, CUSTOMER-ORIENTED TIME SALES PLANS GENERAL Cal: LECTRIC 
Se CREDIT CORPORATION 


Y SELL-UP PROGRAM 


‘or further information on these and many other “credit merchandis- 
ng” services contact your local GECC office or representative. 
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CUSTOMERS APPRECIATE the quick serv- 
ice provided by this National System. 


“Our Sational Accounting System 





ROBERT M. BOYER, VICE 
PRESIDENT of Willis Gas 
& Appliance Co., Inc. 


SHOWROOM of the Willis Gas 
and Appliance Company, Inc. 


saves us *3,000 a year... 


pays for itself every 12 months! F —Willis Gas & Appliance Co., Inc. 


“Our National System is a profitable 
investment and it helps us gain effi- 
ciency in other ways, too. 

“It cuts steps in record-keeping. 
Our quiet, compact National Class 
42 Accounting Machine prepares a 
receipt, posts accounts receivable, 
customer’s statement, and sales jour- 
nal tape—all in one operation. 

“Also, it distributes and controls 
each transaction by type of service 
or product. Result? We have been 
able to simplify tedious month-end 
record preparation and eliminate 
unnecessary overtime. In addition, 


our National Accounting System 
saves us time because all balances 
are mechanicaliy extended... elim- 
inating lengthy manual computa- 
tions ... reducing mental errors. 
“Best of all, our National System 
saves us $3,500 a year, which means 
it pays for itself every 12 months!” 
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Vice President of 
Willis Gas & Appliance Co., Inc 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES ¢ 76 YEARS OF HELPING BUSINESS SAVE MONEY 


14 


Terre Haute, Ind. 


Your business, too, can benefit from the 
many time- and money-saving features 
of a National System. Nationals pay 
for themselves quickly through savings, 
then continue to return a regular yearly 
profit. National’s world-wide service 
organization will protect this profit. 
Ask us about the National Mainte- 
nance Plan. (See the yellow g 
pages in your phone book. ) 


*TRADE MARK REG. U. s. PAT. gle 


ELECTRONIC DATA PROCESSING 
nce paper (No Carzon-Reauinen) 
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Pe : 
‘I Fixed It 
Myself’ 


This personal touch is selling 
two used sets a day for a 
Denver dealer. It overcomes 
customers’ fears of poor per- 
formance from a used set 


“Used TV purchasers seem to 
have a lot more confidence in buy- 
ing a set from the same man who 
actually did the repair work,” says 
Bill Greenberg of University TV- 
Appliances. 

By emphasizing that he recondi- 
tioned the set himself, Greenberg 
feels that he overcomes the fast- 
talking salesman image that cus- 
tomers often have of an appliance 
dealer. To the customer, dealing 
with a combination technical ex- 
pert-salesman seems like a guaran- 
tee. 


Greenberg reinforces his dual role 
by keeping University TV’s well- 
equipped service department out in 
the open. Often he is at the repair 
bench when a prospect walks in and 
can show him how he is fixing up a 
trade-in. 

Just the idea that work is being 
done on the used set impresses cus- 
tomers, Greenberg has found. Most 
people feel that the original owners 
traded in their TV because thev 
were dissatisfied with it. Therefore, 
prospective buyers are leery of 
equipment that is sold just as it 
came in on the trade, even if it 
carries a guarantee. 

That’s why Greenberg is quick to 
tell the customer exactly what he 
did to put a used TV back in top 
condition. He backs up his words by 
showing the customer a card, at- 
tached to the rear of the TV, which 
lists the repairs and tells the num- 
ber of hours it took to accomplish 
the reconditioning. 


“Even if I’m not on the bench when 
a customer comes in,” he says, “I 
don’t lose any time in. getting 
across the idea that I repaired the 
set myself. One good way to do it 
is to point out a used set which the 
customer has apparently admired 
and tell him that it has a new IF 
coil, tuner, or such-and-such a tube. 
Then, I take the customer over to 
the repair bench where exactly the 
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in ARVIN Stereo Hi-Fi Portable 
Model 80P78 


. The BSR UAI14 





BUILT INTO NEW ARVIN STEREO HI-FI... 


BETTER SOUND 


BSR... Britain’s finest, 


for Arvin dealers! 


world’s favorite automatic 
record changer ...is winning new prestige and profits 
BSR changers are uniquely 
capable! Proved “jamproof’” by 550,000 consecutive 
record-changing cycles and by continuous brilliant per- 
formance in over 25,000,000 hi-fi homes! BSR 4-speed 
automatic changers will play all stereo and monophonic 





















REPRODUCTION 


records with full fidelity...play all record sizes of the 
same speed intermixed... play in all climates with no 
rust or humidity problems! Look for dependable BSR 
in leading lines... Arvin, Olympic, Emerson, Westing- 
house, Trav-Ler, many more. “Presold” by BSR adver- 
tising in Life, Look, Post, Living, House Beautiful, 
House & Garden, This Week, New York Times Magazine! 





in WESTINGHOUSE Stereo Hi-Fi Portable 
L Mode! 65-ACS ... The BSR UA12 











* in OLYMPIC StereoCenter 


Model KB362 


The BSR UAI2 Model 937 








in EMERSON Stereo Hi-Fi Portable 
The BSR UAI4 





in TRAV-LER Stereo Hi-Fi Console 
Model 1120M The BSR UAB 











MANUFACTURED 


DISTRIBUTED IN U.S. BY 


In Canada: 





same kind of replacement is going 
on in another trade-in and point 
out the parts involved.” 

The personal touch works. Uni- 
versity TV sells 14 to 16 second- 
hand sets a week—and 90% of 
them for $75. 





A favorable area and an active 
mailing program insure Greenberg 
his steady flow of used TV custom- 
ers. He and his brother Manny op- 
erate the store in a moderate income 
area where most families that are 
looking for a second set are more 
likely to buy a good reconditioned 
set than a low-priced portable. 
Greenberg strengthens this natu- 
ral advantage with the year-round 
mailing of post cards which offer $1 
credit on the next service call or on 
the purchase of a-used TV. He sends 
the cards out 250 at a time with 






IN GREAT BRITAIN BY BIRMINGHAM SOUND REPRODUCERS, 


BSR (USA) LIMITED COLLEGE POINT 56, L. 1., N. Y. 


Musimart Limited, 901 Bleury St., 


LIMITED 


Montreal 





special mailing to all new residents 
in the Denver University area 
where University TV is located. 


“From then on it is up to personal 
salesmanship,” he says. “We make 
it plain that we start with high- 
quality sets and that we tear down 
and re-build each TV individually. 
The fact that the prospect can al- 
ways see half-a-dozen TVs being 
reconditioned in exactly this way 
lends a lot of weight to the state- 
ment. 

“As each of the used sets on dis- 
play is switched on and demon- 
strated, I always have some com- 
ment to make about what was done 
to it, including the tubes and basic 
parts which have been installed. 
Perhaps the prospect won’t under- 
stand many of the technical points. 
If he does, fine. If not, they are still 


impressive to people who know 


nothing about electronics.” 


Greenberg has maintained a 40% 
gross profit and 25% net profit on 
sales for all his 10 years in the store, 
in spite of the repair work on every 
used set. He gives trade-in allow- 
ances only on good-looking sets that 
require a minimum of rebuilding. 
“If possible, we attempt to get by 
with no eguity in the trade-in,” 
he says, “so for more leeway in the 
amount spent on reconditioning.” 
With business humming, Bill 
Greenberg could easily drop his re- 
pair work entirely and get along 
comfortably just selling. But the at- 
tention to repair, which allows him 
to put a personal touch on each 
sale, has built a good reputation for 
University TV and brings in $300- 
400 a week in used TV sales alone. 
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PEOPLE/iin 
in the NEWS/) 


Pentron Electronics Corp.—The- 
odore Rossman was elected chair- 
man of the board of the corpora- 
tion. He previously was president. 
At the same meeting of the board 
of directors, Irving Rossman was 
elected president. He previously 
held the title of executive vice pres- 
ident. Irving Rossman remains 
president and operating head of 
Pentron Sales Co., Inc., a wholly 
owned subsidiary. 


Admiral—James R. Gall was ap- 
pointed sales manager—air condi- 
tioners, dehumidifiers and freezers 
of the Admiral Sales Corp. He re- 
places B. L. Stahlschmidt who re- 


I. Rossman 
of Pentron 


T. Rossman 
of Pentron 


cently was promoted to general 
sales manager. 


Airtemp—Thomas W. Kirby was 
appointed vice president—market- 
ing for Airtemp division of the 
Chrysler Corp. The new position 
takes the place of the former post 


Saxon 
of RCA 


Kirby 
of Airtemp 


of vice president of sales and en- 
compasses the complete marketing 
function of the division. Kirby was 
special markets manager. 


Proctor-Silex Corp.—John H. Lentz 
was appointed sales manager of the 
southeastern sales region. He was 





Your customers are taking 
a second look... are you ? 


Could the honeymoon be over? Leading analysts say: Yes. All signs show the lawn-mower 
industry going through a major change. A change involving drastic reductions in power-mower 
brands. And many old faces are not around anymore. Other industries have experienced this. 
It’s simply the result of people placing value over price. 


Where do you stand in this picture with your mower line? 


The 2nd time buyer (who as a replacement market, represents approximately 60% of all industry 
sales right now) started it. He’s fed-up with the “‘cheapie”’ he bought last time that has cost 
him almost as much in service calls as its original price. He now wants a power-mower he can 


depend on, that starts and handles easily, that can be serviced (when it does need it) with parts 


that are close at hand. 


Only if you have the brand that will satisfy this buyer, will you sell him. 


In other words, 


you should tie in with a brand that gives you what it takes to survive. 


LOOK HOW LAWN-BOY CAN MAKE YOUR POWER-MOWER BUSINESS 
MORE PROFITABLE AND FREE FROM CUSTOMER COMPLAINTS: 


Full Profit through competitive dis- 
counts, freight allowances, at- 
tractive “Early Bird” discounts! 


Fastest Service On Parts through 
3600 service dealers coast-to- 
coast—3 day delivery from our 
factory in Lamar, Missouri 


Superior performance with en- 
gines engineered, built and serv- 
iced by Lawn-Boy—product of 
famous OMC know-how in com- 
pact-power field! 


LAWN-BOY, Dept. LEMW-110 
OMC ENGINES & EQUIPMENT DIVISION 
Outboard Marine Corp., Waukegan, Ill. 


Tell me how | can become a LEMW-110 dealer 


Address 


City 


e Nome 
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Protected Selling Areas that mean 
you don’t sell Lawn-Boy against 
other L-B dealers down the street! 


Powerful big-magazine ad back- 
ing. Hi-traffic local promotions, 
co-op plans, selling aids, your 


own “magazine” to send out! 


Brand Name Acceptance through 
reliable product tha? stays sold, 
eliminates complaints and costly 
service that eat up profits 


Logical Step-Up Selling through 
short, graduated line packed with 
industry’s most wanted features! 


Over 7500 dealers are now enjoying Lawn-Boy prestige, 
profits anc benefits. And maybe it’s time for you to switch, 
too. The coupon brings all details of this top drawer 
franchise, without obligation. Be wise, mail it today. 


LAWN-BOY 


OMC ENGINES & EQUIPMENT DIVISION 
Outboard Marine Corp., Waukegan, lil. 





promoted from manager of the 


Philadelphia sales district. 


Skil Corp.—Raymond W. Pope was 
named service operations manager. 


RCA—Raymond W. Saxon was ap- 
pointed to the new post of vice 
president—marketing, in the RCA 
Sales Corp. He previously was vice 
president—sales, and takes on addi- 
tional responsibilities in the new 
position. 

He announced the following re- 
alignment in his staff: J. L. Albers, 
manager, distributor operations 
service; H. L. Atkinson, manager, 
market analysis; J. P. Bannon, 
manager, distributor sales; L. J. 
Collins, manager, special sales ac- 
counts; B. S. Durant, manager, 
sales planning and development— 
radio and Victrola; D. N. Peterson, 
manager, market improvement and 
sales training; J. K. Sauter, man- 
ager, sales planning and develop- 
ment—television; H. W. Shepard, 
manager, color TV sales develop- 
ment; J. M. Williams, vice pres- 
ident, advertising and sales pro- 
motion. 


Lau Blower Co.—Glen Nance was 
appointed assistant advertising man- 
ager for the company. He formerly 
was a sales promotion writer for 
the Dayton Tire and Rubber Co. 


DISTRIBUTOR iil 
APPOINTMENTS iil 


GLASER-STEERS CORP.—Law- 
rence B. Cole Co., Weston, Mass., 
as manufacturer’s representa- 
tive in New England. 





ORGAN CORP. OF AMERICA— 
Interstate Electric Co., New Or- 
leans. 


FIDELITY ELECTRONIC CORP.— 
W. E. Fry Co., Inc., sales repre- 
sentative for the Midwest. 


NORGE—G. M. Nutter Inc., Cleve- 
land, for north central Ohio. 


PENTRON ELECTRONICS CORP. 
—Krich-New Jersey, Inc., New- 
ark, for northern New Jersey; 
Motorola-Baitimore, Inc., for 
Baltimore; American Wholesal- 
ers, for Washington, D. C. 


GIBSON—McWhorter-Weaver, 40 
central Tennessee counties, six 
bordering counties in Kentucky. 


HOFFMAN ELECTRONICS CORP. 
—Gifford-Brown, Inc., Des 
Moines, for most of Iowa and 
Rock Island County, Illinois. 


IONA MANUFACTURING CO.— 
H&S Pogue Co., Cincinnati; 
Graves-Humphreys, Inc., Roa- 
noke, Va.; Hamilton Jobbing 
Co., Allentown, Pa.; Con-Roy 
Sales Co., Buffalo, N. Y.; Rus- 
sell Distributing Co., St. Peters- 
burg, Fla.; Westinghouse Elec- 
tric Supply Co., Seattle. 


VOICE OF MUSIC—Lee Electron- 
ics, Inc., for Burlington and 
Trenton, N. J. 


PERMOFLUX PRODUCTS CO. 
Stan Cluphf Associates, repre- 
sentatives in Billings, Lewis- 
ton and points east to Montana 
border; southern Idaho from 
Twin Falls and Challis east to 
border; Utah; Wyoming; Colo- 
rado; New Mexico and El Paso, 
Tex. 
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THE NEW IDEA LINE 


The new General Electric Sharpener 
sharpens knives, scissors and pencils! 





A unique new gift item—needed in every home. No one can switch your 
customers away from the amazing new General Eiectric Sharpener because 
there’s nothing else like it on the market! It’s the first and only sharpener 
that sharpens knives, scissors and pencils electrically. 


GOLLEEEEETTES | 











Every house needs one—every person, man or woman, who enters your 
store is a ready prospect. And you'll find prospects fascinated by a demon- 
stration. Put this new traffic builder in stock and start getting more profit 
out of your store traffic. See your General Electric distributor right away for 
details. General Electric Co., Portable Appliance Dept., Bridgeport 2, Conn. 
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Progress /s Our Most Important Product 





Just drop pencil in the self-aligning holder and you have a 


( perfect point in just a jiffy. Scissors can be ground without 
taking them apart and Magnetic Guide assures perfect, 


sharp edges on knives every time. 
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ONLY HOTPOINT GIVES YOU 
SUCH A COMPLETE LINE 


and every model is 


ALL PORCELAIN 
unside and out! 
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REGULAR 


White-Colorjast | Non-Colorfast 
EAVY | REGULAR | WEAVY | REGULAR | STURDY [DELICATE] woo. | LIGHT | SPIN | MEDIUM 
on } son | Som | son 








Model LW190—Touch Command 
all-pushbutton washing: with..Free- 
Span styling. 


Model LW160—Two wash and spin 
speeds plus full selection of water 
temperatures. Available with Suds- 
Stor Water Saver, Model EW1606. 


ive 
s a 
pe: ai 


=_— 2 WW Ce 2s 


MODERN | SPECIAL 
Wash-N-Wear Wood Soak Water Level 


oo? eS M A IN Pp me Ee 


BLENDS SOIL 





Model LW180—Touch Command 
pushbutton and 3-cycle dial control 
... with Free-Span styling. 





Model LW141-—Six combinations of 
water temperatures, 3-way partial 
load control, 3-cycle dial. 





SELECT 





Low 





MASTER | 


‘ 


WARM OFF On 
RINSE 





Model LW170— Four-speed flexibil- 
ity plus 6 combinations of water 
temperatures. 











Model LW140— Pushbutton water 
temperature selection, partial load 
control. Available with Suds-Stor 
Water Saver, Model LW1406. 
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= Dealer-Zone advertising 
gives local 
neighborhood impact 
to this market- 
wide promotion 
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SOUTH ZONE 


39 DIFFERENT DEALERS 
130,578 Sunday Tribune 
circulation 
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49 DIFFERENT DEALERS 
220,865 Sunday Tribune 
circulation 
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WEST ZONE 


43 DIFFERENT DEALERS 
218,042 Sunday Tribune 
circulation 





gets 5 fullcolorads for the price of 
in the CHICAGO TRIBUNE 


Scattered sales promotion seldom hits the target in the competi- 
tive Chicago market. Chicago is too big; its potential too great. 

That’s why an experienced advertiser like RCA VICTOR re- 
lies on the Tribune’s famous Dealer-Zone Plan to concentrate 
and control its Chicago promotion. Here’s how it works: 


Split circulation gives dealers greater support 


On Sunday, the Tribune’s huge circulation is split into five 
separate zones in the city and suburbs. On Thursdays, there’s 
a three-way split. 

With the single color ad shown above, RCA was able to pack 
more powerful local impact into its promotion by using a differ- 
ent list of dealers in each of the five zones. Each dealer received 
the strongest possible selling support in his own trading area, 
yet RCA retained complete control over the advertising program. 


More space for your sales message 


Take a closer look at these RCA color ads and you'll find a 
total of 207 dealer listings. Crammed into a single ad, they’d fill 


two-thirds of the page! RCA would have to squeeze its selling 
story into the remaining one-third. 

Thanks to the Tribune’s Dealer-Zone Plan, RCA has plenty 
of room to put its points across. At the same time, dealers get 
a larger individual listing and a closer identity with this eye- 
stopping ad. 

Manufacturers and distributors have invested millions of ad- 
vertising dollars in this common-sense plan. Dealers back it 
enthusiastically because they’ve seen it work time and time 
again to produce more sales and traffic in their stores. 


Tribune provides many extra services 

Dealer-Zone advertising works in Chicago because the Trib- 
une has the sales power needed to put it in action. In planning 
your Chicago promotions, call in a Tribune representative early. 
He can supply vital marketing information, conduct briefing 
meetings for your staff, help you line up participating dealers. 
Most importantly, he can help you prepare a Dealer-Zone Plan 
to move more merchandise for you in the nation’s second-largest 
market. 


MORE READERS...MORE ADVERTISING...MORE RESULTS— 


THE TRIBUNE GETS ’EM IN 


CHICAGO 11 

N. A. Hagman 

910 Tribune Tower 
SUperior 7-0100 


NEW YORK CITY 17 
C. E. Leeming 

220 E. 42nd St. 
Murray Hill 2-3033 
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DETROIT 26 

W. E. Bates 

1916 Penobscot Bidg. 
WOodward 2-8422 


CHICAGO! 


LOS ANGELES 5 
Fitzpatrick Associates 
3460 Wilshire Bivd. 
DUnkirk 5-3557 


SAN FRANCISCO4 
Fitzpatrick Associates 
155 Montgomery St. 
GArfield 1-7946 





BEFORE 
a 7 coment aA 


Main display floor in Bill Rob- 
inson’s TV City was crowded 
with electronics goods; limited 
appliance inventory was at 


rear of store. 


AFTER 


ee al 


Convinced that he must di- 
versify to survive, Robinson 
expanded appliance stock, 
moved white goods up front 
and gave thei 50% of floor 
space in his Gakiand, Calif., 


store. 


This TV Dealer Made Money By Going 


Robinson believes the day has come when 
few if any retailers can continue as specialists 
in consumer electronics. 

That’s why, during the past year, he has 
been concentrating on broadening the base of 
his 8-year-old TV-hi-fi concern, “TV City” in 
downtown Oakland. He has done it by establish- 
ing a full-scale major appliance business plus 
a limited furniture operation in conjunction 
with TV-hi-fi and electronic organs. 

So far, this diversification is producing an 
extra $16,700 average monthly volume while 
Robinson’s TV-hi-fi business remains steady. 
From a profit point of view, the diversification 
has been even more advantageous than the 
extra volume would indicate, as Robinson will 
explain later. 


Appliances were brought to life from a state of 
practical hibernation. For 3 years, TV City 
had carried some white goods, but inventory 
never exceeded $5,000. With a turnover of six 
times, volume averaged $30,000 a year. Only 
the Admiral line was featured. 

In 1959, TV City became “TV & Appliance 
City.” Robinson took these four steps: 


Full appliance lines were added. Robinson took 
on the G-E line plus the Maytag laundry line. 
Inventory of white goods increased to $40,000 
and has leveled at that point. 


Appliances were given about one half the 6,000 
sq. ft. of display in the main section of the 
store, and brought up along one side to the-front 


22 


where they got one window for display. The 
space left for TV and hi-fi still permitted more 
than 100 units to be displayed. 


Advertising and promotion campaigns were 
started to build appliance volume. At least one 
half the store’s advertising budget, approxi- 
mately $2,000 a month, was allocated to ap- 
pliances. 


Used appliances became a special feature of the 
store. Using a steady program of classified ad- 
vertising appealing to the lower income groups 
and newcomers to the area, Robinson developed 
his basement used-appliance department to the 
point where it has brought in as high as $2,500 
in volume in one month with an average gross 
profit of 50%. 


This program put Robinson firmly into the ma- 
jor appliance business. At his present level of 
sales he will gross about $200,000 from white 
goods during 1960—a five-time turnover of in- 
ventory. But, profitwise, the move to a full 
scale appliance operation has been more fav- 
orable than the increase in volume alone would 
indicate. This doesn’t mean that Robinson is 
realizing a high gross from white goods—in- 
stead he is selling in a highly competitive mar- 
ket where most dealers get only a little more 
than 20% gross. It does mean that adding this 
appliance volume as a diversification is improv- 
ing his overall profit picture. He has increased 
his appliance volume from around $30,000 to 
the $200,000-plus level! without extra rent and 


without any increases in his staff. 


Robinson has held his TV-hi-fi business at a 
level pace, down a little but no more so than 
for the other dealers in that market. This TV- 
hi-fi business, however, is now being done with 
$40,000 less inventory—the cost of the sets that 
once were displayed in the area now devoted 
to appliances and furniture. That has improved 
his turnover of investment and lessened the 
need for flooring. In addition to those improve- 
ments in his TV-hi-fi profit structure, there is 
indication that TV & Appliance City may in- 
crease this consumer electronics business slowly 
in the months to come—getting customers from 
the fraternity of TV-hi-fi specialists whose 
group Robinson just left. As appliances sales 
increase, the store is getting customers who 
have been buying their TV-hi-fi elsewhere. The 
very factors that once cost Robinson TV-hi-fi 
business are now expected to work in his favor. 


Another advantage has been the chance to ex- 
pand into a limited furniture stock. “To do any 
business in single pieces of furniture a dealer 
has to have appliance customers. They are the 
prospects for a chair or bed or divan because 
they are working on the furnishing of their 
home. TV-hi-fi customers do buy furniture, but 
not enough to support a department,” says 
Robinson. 

A limited furniture line made its debut at 
TV-Appliance City in April 1960. The limita- 
tion is an important feature of this second step 
in Robinson’s plan to diversify profitably. He 
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BEFORE—as specialist in TV and 
hi-fi, Robinson had this display in 
second showroom, viewed here 
from the front, which connects 
with main showroom’ through 
archway at right. Together the 
rooms offered one of the largest 
TV-hi-fi displays in the nation. 


f as 
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SPECIALS FOR 
FRIDAY, SATURDAY 
SUNDAY, MONDAY 


allen aes 





RCA VICTOR ‘VERI-THIN 
WEW 17” PORTABLE . . . $228.96 


Fits smugly in @ room divider, sits lightly on an end 
case. Full 


AFTER—Diversified today, the ral diag } picture, W-level contrast control 

. ¥ powered chess: c ‘hanne! 
second showroom now displays TV Syn o's : 
& Appliance City’s limited lines of 
furniture, viewed here from rear. 
About $3,500 in inventory of fur- 
niture produced $5,000 gross busi- 
ness the first month. 


sou, ee 
Weekend a $595 with 
m your trade As low as a week 


oy ntront 
And m sadinan you ges hoe 
rst watch absolutely FREE 


“98 


e . 
MEN’S OR LADIES’ WATCH 
A beautiful quality wrist watch is 
your FREE with the pur aphed any 
of these appliance buys this week- 

only, FRIDAY SATUR- 
DAY, SUNDAY, MONDA 


MORE PROMOTIONS are now 
possible for TV & Appliance City’s 
owner Bill Robinson since store 
diversified. Single cost and effort 
to produce parking lot sale (with a 
51-hour marathon added) now can 
bring prospects for appliances, 
furniture and TV-hi-fi, but would Mater Ou Winn Sr 

have been fruitless as a July pro- G-E 2 CYCLE AUTOMATIC Placed orn eres und Rag. $169 95 = 10g 
motion for TV-hi-fi only. New PAY a moe Oe 


Has Wash ‘n Wear Cycle for TV. DeLuxe Lowboy model 


sign, being featured in advertis- for neal mash Has wae” way ath pen! in rich popes Tah 979% 

ing, will replace above with “TV low pre i 

& Appliance City.” ba ar oa hans ade neds — 
NEW nose er. 

MATTRESS AND Ss02%0. i Sone 

BOX SPRING ~ ~ 


MOTOROLA STEREO 
WITH AM/FM RADIO . . 299.95 


4 speed Stereo “400 record changer. 

Festa ght Gaiden Tone arm go any records. 

4 Golden Moke Gathers Professional style studio 
selector pane’ 





Note: Detiocry and Service Optional on all these specials! 





DIVERSIFICATION SHOWS in 
current TV & Appliance City ad- 
vertising in Oakland “Tribune.” 
Now, equally promoted appliances —ma 3 
share space with TV and stereo-fi, BOTH FOR ONLY 
and the still new furniture depart- 

ont ts h rable ontion OPEN DAILY 10 A.M. TO 8 P.M. 
ment gets honorable me on. Opes Mendes 1.9 pm — Strays 86 





By Howard J. Emerson 


Into Appliances 


does not intend to expand his furniture venture, lowest price go to the warehouse outlets. Our Robinson feels that there are three 


either by adding types of goods, or by extend- 
ing the department beyond the approximately 
2,500 sq. ft. it now occupies. Within a few 
blocks of TV-Appliance City there are several 
large furniture concerns including a unit of 
the Breuner chain, one of the nation’s largest 
home furnishers, plus stores active in the pro- 
motion of low-end room groups. 


Robinson has gone into furniture, but not into 
home furnishings. He is carrying only the items 
which he has found will sell as extra business 
from his TV-hi-fi-appliance customers. This is 
almost always single unit sales—a bedroom set 
(not group), a chair or a divan. He points out 
that: “Many couples come to us for an appli- 
ance or a TV when they move into this area or 
when they change living quarters. They’re not 
in the market for a house full or a room full 
of furniture, but there are pieces they need as 
bare necessities for their new quarters. We get 
first chance at this business because the couple 
usually arrange for their appliances or TV 
before looking for those extra furniture items.” 


To pick up this extra business—$15,000 worth 
during the first three months—Robinson dis- 
plays mattresses, 6 bedroom sets (bed, back- 
board and dressers), 13 overstuffed pieces, 8 end 
tables, 2 bookshelves, 14 lamps and two dinette 
sets. All are in the medium-price range be- 
cause “. .. the people who buy the expensive 
furniture go to a store with decorator services 
and a wide selection, the people who want the 
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middle price range represents goods that are 
salable here and profitable for us,’ he says. 

About $3,500 is invested in the stock of fur- 
niture on display at TV-Appliance City. There 
is no backup stock. At the $5,000 a month 
volume which has stayed level for the first 
three months, Robinson could have a $60,000- 
plus first year. That would give him a turnover 
of 14.2 times on his investment. He will turn 
over his physical stock much less often than 
that. Very few sales of furniture are delivered 
by TV-Appliance City off the floor. Robinson 
can give a customer delivery in specified color 
and fabric or finish from the stocks of San 
Francisco or Oakland manufacturers or dis- 
tributors within 48 hours. This has seldom any 
effect on his investment because he is paid 
before he has to pay for the goods. 


“Add-on’s” have become an even more impor- 
tant sales tool since the store diversified. Cou- 
ples buying an appliance, for example, are en- 
couraged to consider their needs for TV and 
furniture so all purchases can go on the same 
contract. Credit customers are also encouraged 
to make their payments at the store. On these 
visits by customers they are exposed to othe 
home goods needs at TV-Appliance City. And 
it is logical that the staff should take pains to 
draw these payment-paying customers into dis- 
cussions of their next needs which you 
know can be put right on this contract. These 
add-on’s mean at least $75,000 a year extra 
volume for us,’”’ says Robinson. 


reasons 


Why a TV Specialist 
Diversify 


Must 


1. “TV is a steady, profitable business for 
the established dealer—but it has reached 
a point where expansion of volume is 
difficult and expensive while store opera- 
tions continue to rise in cost. The ma- 
jority of TV volume is replacement. To 
get more volume a dealer must take 
sales away from another dealer, and that 
is costly, often prohibitive with margins 
at their present level. 

2. “Hi-fi is profitable but highly seasonal 
and overlapping much of the TV season 
for its peaks. Our costs continue between 
these seasons and because of rapid im- 
provements and developments in the field 
and because the public’s taste is not yet 
clearly established, we run quite a risk 
carrying over any hi-fi inventory. 

3. “The TV-hi-fi specialist loses a steady 
number of customers to dealers who get 
them as buyers of other home _ goods, 
particularly appliances and furniture. If 
the price and service are equal, the pub- 
lic has shown that it prefers to buy its 
home goods from one dealer.” 





An Electric Show In A ‘Garage’ Pulls 35,000 


= 





ELEcIxo 


A SHOWPLACE FOR EVERY THING ELECTRIC 


The Electric Assn. of Reading transformed Metropolitan Edi- 
son’s new vehicle storage building into an electrical wonderland 
(left) in staging its successful “‘Electarama” 


Once inside the converted garage, 
show visitors had an opportunity 
to examine new products, inspect 
working models of products of the 
future, and watch live demonstra- 
tions of dozens of appliances. 


The best measures of the success of 
last month’s show are the attend- 
ance figures. Original estimates were 
that 20,000 persons would attend. 
Final figures, however, indicate 
that over 35,000 people attended 
the four-day exposition. 


Exhibitors got considerably more 
than they had hoped for in the way 
of immediate results... Over 3,000 
qualified leads were obtained and 
orders for $100,000 worth of mer- 
chandise were .placed during the 
show. 


To spur attendance, the association 
used a variety of devices. A series 
of newspaper ads and radio and TV 
announcements were used before 
the show opened and free tickets 
were distributed at key shopping 





CHECK THESE OUTSTANDING 


KITCHENAID PORTABLE 
DISHWASHER FEATURES 





Service for ten and more 





No hand-rinsing 





Revolving power wash and double rinses 





Self-cleaning dual strainers 





Sanitized hot-air drying 





Dual fill-drain connector 





Exclusive start control 





No installation or plumbing expense 





Guide bar for easy movability 





Toe space all around 





Rolls easily—over carpets, too 





Sectional top racks 





Cool, quiet operation 





Costs less to operate 
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With KitchenAid 


dishwashers 


you sell the same 
top-performance features 
...portable...or built-in! 


KITCHENAID PORTABLE GIVES DEALERS A PLUS SALES POTENTIAL 


Anyone can enjoy the freedom from dishwashing 


' ; ‘ i 
drudgery that automatically goes with owning a ' 
KitchenAid dishwasher. Up until now it was not 


practical for the non-owning homemaker to have 
an automatic dishwasher because of installation 
expense. Now it is not only practical; it is economi- 
cal. With KitchenAid’s full line there is a KitchenAid 
for every kitchen, either portable or built-in. Per- 
manent installation is not needed with the portable 
..and it goes with the family when they move. 


See your KitchenAid distributor for 





KitchenAid KD-2P, 
top-loading portable 


portable—for your customers who plan to build 
or remodel but don’t want to wait until then for a 
KitchenAid. Today it’s a smooth-rolling portable 
with hard maple cutting top. It hooks up in sec- 
onds...can be converted any time for pefmanent 
installation. 


———— =) cabin 2 KD-52P, front-loading convertible- 
/ 


Whether permanently installed or portable, every 
KitchenAid dishwasher has the same superior 
qualities. An unmatched record of customer satis- 
faction has truly made KitchenAid—the dealer’s 
dishwasher. The Hobart Manufacturing Company, 


KitchenAid Home Dishwasher Division, Dept. 


a complete package of advertising, 


promotion and display material. 


Khhitchen Aid. 


the dealer’s dishwasher 


RA arg 


be 


The World's Largest Manufacturer of Food, Kitchen and Dishwashing Machines 


Free-standing 


Built-in itaal 4) Seine Se | 


KEM-P, Troy, Ohio. 


cel 


| | / 
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areas in the Reading region. 

Attendance prizes were high- 
lighted by a top award of “free 
electricity for a whole year.’ The 
association picked up the tab for 
this award, and also arranged for a 
series of other prizes which in- 
cluded electric wrist watches, ra- 
dios, shavers and gift certificates 
for appliances. 

Local school children in science, 
home economics and industrial vo- 
cation courses were taken through 
the show as a part of their class- 
room activities. Civic clubs attended 
as groups after being urged to do 
so by the Junior Chamber of Com- 
merce (which manned the show’s 
concession booth). 

To open the show, the association 
arranged a motorcade’ through 
downtown Reading, after which city 
officials participated in a formal 
ribbon cutting ceremony. 


Seventy-three exhibitors occupied 
the 125 exhibit spaces in the 23,000- 
square-foot building. Among the 
products shown were microwave 
cooking, outdoor lighting, patio 
cooking carts, electronic clothes 
dryers, electric toys and games, a 
Gold Medallion home, home shop 
tools, hi-fi and stereo sound sys- 
tems, electric heating and cooling 
equipment, closed circuit and color 
TV, electroluminescent lighting, 
electronic business equipment, elec- 
tric equipment for the farm, a dis- 
play of atomic power at work— 
and an electrically heated dog 
house (see picture below). 

Over 5,000 persons attended a 
demonstration called “Light Sor- 
cery” which traced the develop- 
ment of lic’:t from Edison’s day to 
the presenx. 

Regular radio broadcasts were 
made direct from the show and two 
Philadelphia television stations cov- 
ered the exposition on their news- 
casts. 


Exhibitors paid $100 per booth for 
spaces which were 10-feet square. 





ATTENTION GETTERS included elec- 
tric cars and an electric dog house, 
which was sold within 15 minutes 
after it was put on display. Show 
visitors were offered demonstration 
rides in electric car. 
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To celebrate 
75 years of 
leadership in the 
electrical industry, 
Westinghouse _ 
has created 
the appliance 
- gems 
— of 
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Westinghouse Diamond Jubilee 











A. WESTINGHOUSE FROST-FREE 


CENTER DRAWER REFRIGERATOR. 5 easy 


to use... . See into. . . reach into. Keeps meat fresh 7 days 
without freezing. Keeps vegetables crisp and store fresh in 
their own special cold zone. Entire refrigerator is frost-free 


in all three sections—Refrigerator, Freezer, Center Drawer. 


WESTINGHOUSE MOBILAIRE® 
AIR CONDITIONER. Rolls everywhere...installs in min- 


utes without tools. Plus great new features: Customatic Com- 
fort Control, adjustable no-draft grilles, adjustable thermo- 
stat. Maximum dehumidification. Whisper-quiet operation. 
Heavy-Duty models with Power Plus Penetration for hot, 


humid climates also available. 





B. WESTINGHOUSE 1961 ELECTRIC 


RANGE. First for simple cooking. Surface controls “‘fine 
tune’ any degree of heat. Easy-to-set automatic Electric 
Timer. Roast Guard keeps meat hot, juicy, tender for 
hours after it’s cooked. First for easy cleaning. Oven door 
lifts off. Surface Units and Oven Heaters plug out. 


E. WESTINGHOUSE ‘‘SELF-DEFROSTER’’ 


FREEZER. Easiest aid to defrosting ever. Just snap the 
switch .. . ice and frost melt away. No more messy hot 
water pans and ice chopping. Big 440 lb. capacity. ‘‘Air- 
Sweep”’ Shelves freeze faster. . . let you quick-freeze in any 
. Big Roll-Out Basket . . . 3-Year Food 
Spoilage Warranty at no extra.cost. 


compartment ° 8 


C. WESTINGHOUSE ROLL ABOUT 


DISHWASHER. Needs no installation. Multi-Use Faucet 


Connector lets user draw tap water while dishwasher oper- 
ates. Only Westinghouse has the Hot Water Booster that 
heats water to 140° before dishwashing begins . . . the 
Hotter the Water the Cleaner the Dishes. 


WESTINGHOUSE LAUNDROMAT® 
AUTOMATIC WASHER. More Washing Power for 


Cleaner Clothes. Lifts, dips, tumbles and plunges clothes in 
and out of hot sudsy water. 2 deep rinses in fresh, cleat 
water. Saves up to 10 gallons of water... uses half as much 
detergent and bleach. Weighing Door, Bleach Dispenser, 
self-cleaning Lint Ejector. Matching Electric Dryer, too. 
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PRESENTING THE FRESH ..THE BOLD THE BEAUTIFUL 
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A SPECTACULAR INTRODUCTION TO A SPECTACULAR LINE 


TOR g REFY : M 
cute ‘*” "? oF Out January 20th, the February Good Housekeeping 
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Guaranteed by 
Good Housekeeping 


'p 


(readership 12,350,000) will feature this full-color Diamond 
dine mS Jubilee Appliance center spread, with a 16-page full color 

45 apvertistD product presentation bound right in. A powerful selling 
tool that will pre-sell customers and send them to your store looking for the FRESH . . . 
the BOLD... the BEAUTIFUL—the appliance gems of 1961! And this unique adver- 
tisement will be only the first in a long series of ads in all the leading home magazines 
straight on through your big spring selling season. A print promotion unsurpassed 


in all Westinghouse appliance history! 
AND THERE’S MORE! TURN THE PAGE AND SEE... 
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Westinghouse Diamond Jubilee 


aw 


WEEK AFTER WEEK, YOUR CUSTOMERS WILL SEE 
WESTINGHOUSE DIAMOND JUBILEE ADVERTISING 


ON TV THE ALL-NEW WESTINGHOUSE PLAYHOUSE 
STARRING NANETTE FABRAY AND WENDELL COREY 


New time: 8:30-9 P.M., EST, Fridays beginning January 6. 
New network: NBC— coast-to-coast on 167 stations. 


NEW PERSONALITIES: Fresh, scintillating, in family situations. 


SPECIAL DIAMOND JUBILEE TV PREMIERE: 


On February 3, an introductory commercial, followed by others on February 10 and 
February 24. 


Ask your Westinghouse Distributor how you can tie in with the Westinghouse Diamond 
Jubilee celebration. But hurry! You can be sure... if it’s Westinghouse. 


National Advertising 


&) 


Full-Line and Product 
Key City Ads 


&) 


Local Dealer Ads 


&) 


Radio and TV Spots 


Traffic Building 
Promotions 


Store and Window 
Displays 


cy 


Westinghouse 


Westinghouse Electric Corporation, 
Major Appliance Division, Mansfield, Ohio 
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NEW 


PRODUCTS 


FEATURES THIS WEEK 


RCA Whirlpool 29-in. washer-dryer combo, also 1961 
refrigerators and freezers e Sub Zero and Marvel 
refrigerators e Roper, Sunray and Suburban 1961 gas 
appliances e Channel Master and Mathes radios 


el 


SUB-ZERO Built-In Combination 


Tu-Temp built-in combination re- 
frigerator-freezer No. 125 BIRF has 
been added, making a total of 10 
models in the Sub-Zero built-in line. 
It has a %4-hp compressor with serv- 
ice valves; dual adjustable tempera- 
ture controls; automatic defrost; per- 
manent kick space base; removable 
front panels, self-venting; neutral 
tone interior; anodized aluminum 
pull-out shelves adjustable in height; 
refrigerator door shelves hold ‘small 
and tall bottles, butter, cheese, fruit 
compartments. 

All models come in white, pink, 
yellow or green. Coppertone, copper 
deluxe, stainless steel and unfinished 
wood, extra. 

Laminar Fiberglas insulation; in- 
terior light in refrigerator section; 2 
large deluxe pull-out crispers; pull- 





out egg basket. Fast freezing freezer 
shelf; 4 deluxe ice cube trays. Sub- 
Zero Freezer Co., Inc., Box 2017, 
Madison, Wis. 





RCA WHIRLPOOL 1961 Refrigerator Line 


The 9-model line of 1961 RCA Whirl- 
pool refrigerators features 5 models 
with “No-Frost” feature, which elim- 
inates the need for defrosting. 

Other new features in. top models 
of the line include swing*tout storage 
shelves in the refrigerator and 
freezer compartments of the premium 
model, the 16-cu.-ft. Mark 61. 

Egg storage, provided by door 
racks in the 1960 line, is moved to a 
lightweight, portable bin which fits 
any shelf inside the 1961 refrigerator, 
or for longer storage, may be placed 
inside the high-humidity crisper. 
Easy to carry, the portable bin holds 
2 doz. eggs. 

A jet-cold meat chest that main- 
tains an even temperature for fresh 
meat storage floats in a stream of 
super-cold air that maintains a con- 
stant temperature within 3 degs. 

The IceMagic supplies ice cubes 
automatically without the bother of 
filling trays with water. As ice cubes 
are removed from the 100-cube stor- 
age bin, IceMagic goes into cycle, 
automatically producing unique half- 
moon shaped cubes until bin is re- 
filled. 

A jet-cold storage shelf quick- 
chills such items as desserts, bever- 
ages and salads up to 3 times faster 
than ordinary refrigerator shelves. 
Beverages kept in door shelves chill 
up to twice as fast because the cold 
air is forced through ducts built into 
the jet-cold shelf onto foods and bev- 
erages stored on the door shelves. 

Moisture-retaining twin crispers 
store a bushel of fruits and vegeta- 
bles; a special humidity-retaining 
seal helps lock in moisture and fresh- 
ness. 

Built-in architectural styling, the 
absence of protruding coils on back 
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SWING OUT SHELF WITH ICEMAGIC 


permits fiush-to-wall-and-cabinet in- 
stallation. Units come in choice of 
white, pink or yellow. RCA Whirl- 
pool Corp., St. Joseph, Mich. 





RCA WHIRLPOOL 1961 Freezer Line 


Five upright and 2 chest freezers are 
announced by RCA Whirlpool for 
1961. “No-Frost” is featured on 2 top- 
of-the-line models, HM-19V and HM- 
12V. “No-Frost” freezers have no 
coils, tubes, plates or other protrud- 
ing elements in the food storage area 
to collect frost. 

Lacy see-through metal _ grilles 
supply the assurance that packages 
stored in the door shelves are held 
firmly in place while lending a 
unique appearance to the interior of 
the units. 

Built-in dispensers hold up to 26 
vari-sized juice and soup cans and 
up to 40 packages. Designed for easy 
removal, the dispensers tell at a 
glance when supplies are low; also 
insure constant food rotation because 
items are loaded at top and used from 
bottom. 

3 deep glide-out basket shelves with 
open grids assure constant circula- 
tion of air to maintain constant “zero- 
degree” temperature. A handy pack- 
age bin stores small packages for 
easier location and removal. 

A fast freeze fan in chest freezers 
HI-21H and HI-17H freezes food up 
to twice as fast as ordinary freezers 
by blowing jets of cold air directly 
against stored food. In the 740 lb. HI- 
21H, 2 slide-’n store baskets hold 
more than 57 lbs. food, and are re- 
movable for easy loading and arrang- 
ing. A deluxe automatic interior 
light illuminates entire freezer, shuts 
off when lid is closed. Defrost water 
drains off in minutes through an 
easily accessible defrost drain with 
hose adapter located at front of 
freezer. A key lock protects food 
supply; recessed handle in freezer 
lid; new ribbed styling accents cabi- 
net design; “tite-seal” locks cold air 
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CHEST FREEZER HI-21H 


in and warm air out; ice blue porce- 
lain-enameled stippled interior. The 
unit can be emptied without ordinary 
defrosting bother. Lid closes tightly 
against balloon-type gasket to form 
a positive seal. RCA Whirlpool Corp., 
St. Joseph, Mich. 
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RCA WHIRLPOOL 1961 Washer-Dryer 


Available in gas (No. HC-55) and 
electric (No. HC-50) the new 29-in. 
combination washer-dryer occupies 
% less floor space than a separate 
washer and dryer of identical capac- 
ity. The “Ultimatic” measures 29 in. 
wide, 36 in. high and 25% in. deep, 
yet retains a full 10-lb. wash load 
capacity. It is accomplished by re- 
ducing but deepening the diam. of 
revolving drum from 29 to 27 in. 

Features include the filter-stream 
wash action; modulated heat designed 
to remove harshness from drying—it 
dries clothes in accordance with the 
amount of moisture in fabric—the 
more moisture, the more heat, as 
moisture is eliminated, heat auto- 
matically diminishes. 

A new dispenser concealed under 
a lid on top automatically spins liquid 






and/or powder detergent into water 
at beginning of wash cycle, next to it 
is an automatic bleach dispenser that 
adds diluted bleach during last 4 min. 
of washing. 

An illuminated pushbutton console 
is located on top of cabinet; 10 push- 
buttons automatically supply wash 
and drying for every kind of wash- 
able fabric plus air fluff for pillows, 
and another cycle for damp drying 
clothes in preparation for drying; 2- 
speed spinning action removes ex- 
cess water after wash and rinses, 
then accelerates to a high speed 
damp-dry spin of over 500 rpm to 
remove more moisture before going 
into the drying cycle. 

Prices, HC-50, $499.95; HC-55, $529.95. 
RCA Whirlpool Corp., St. Joseph, 
Mich. 








MATHES Enters 
AM Radio Field 


Curtis Mathes enters AM radio field 
with a table radio No. 3719 with hi-fi 
speaker. It contains 6 tubes with rec- 
tifier, 1 stage tuned radio frequency, 
Ferrite antennae, slide-rule dial, full- 
range tone control, full-range hi-fi 
speaker, 14x10x4%-in. custom-styled 
hardwood cabinet of genuine walnut, 
maple or mountain cherry. Curtis 
Mathes Mfg. Co., Dallas, Texas. 
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Cook n Serve Appliances 


" 


Vis pn ‘ ontrol 
9/ One automatic c 


AUTOMATIC SAUCE PAN “Se. 


Select the temperature and that's the temperature you get 
throughout the entire cooking surface—balanced heating 
through triple-thick aluminum. The automatic 3 quart 
sauce pan, complete with cover and trivet, prepares 
everything from casseroles to crisp popcorn. 


AUTOMATIC GRIDDLE 'N SERVER 


Perfectly balanced heat is assured in this big 200-square- 
inch automatic griddle 'n server by carefully designed, 
extra thick cast aluminum. Big and versatile enough to 
grill three foods at once. Attractively styled for tabie 
service—sloping surface to “grease well’. 


AUTOMATIC 30 CUP 
PARTY PERK 


How often have you made coffee 
for your party by using two or 
three coffee pots? You probably 
spent the best part of the evening 
checking coffee and filling cups. 
Now with just one completely 
automatic coffee maker—West 
Bend's 12-30 cup perk—you can 
make all the delicious coffee you 
need. Both cup and saucer fit 
under easy “press-down”" faucet. 
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for perfect cooking 


AUTOMATIC SKILLET 


Like all West Bend “Cook 'n Serve" appliances, the 
square skillet is completely immersible with the heat con- 
trol removed. Skillet fries, pan broils, braises, simmers— 
even makes candy and bakes cakes. Continuous pouring 
lip, vented cover and heat-resistant plastic handle. 
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AUTOMATIC 
WATERLESS COOKER 


Big 5 quart size cooks an 
entire family meal using 
the recommended 
‘twaterless'' method. 
Cover forms water seal 
to aid in retention of food 
nutrients. Capable of real 
family-sized cooking 
chores, plus keeping 
foods serving hot. Com- 
plete with inset pans, 
rack and trivet. 


-made of famous 
Reynolds Aluminum 


Now Reynolds brings you more 
shining examples of the many 
everyday tasks aluminum can 
perform better. In these fine 
West Bend Cook 'n Serve ap- 
pliances and the Party Perk, 
Reynolds Aluminum distrib- 
utes heat more quickly and 
uniformly, without hot or cold 
spots. It cleans and polishes 
more easily, and its lighter 
weight means easier handling. 


are made with 


The Finest Products 
Made with Aluminum 


REYNOLDS &22 ALUMINUM 


WEST BEND ALUMINUM CO., West Bend, Wisconsin 
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This is a major finding of the depth study conducted 
by Dr. Burleigh B. Gardner and his Social Research, 
Inc., staff. More so than nonreaders, TV GUIDE 


families are devoted to participant leisure—tour- 
ing America, photography, gourmet cookery, 
gardening, hi-fi, home workshopping. They are 
active in their approach to TV, too. That’s why 
they read TV GuIDE, cover to cover. It provides 


the background and information they need to pick 
and choose what to see. They are selective viewers. 
According to Dr. Gardner, they are also apt to be 
selective buyers. They have the wherewithal to 
buy. They pay attention to what is sold on 
TV GuIDE’s pages. Check Starch. Ask Columbia 
Records, General Foods, Pillsbury—or any of the 
many new advertisers in TV GUIDE this year. 


For a detailed report on the Gardner Study, call your local TV GutbE office or write TV GuipE, Radnor, Pa. 
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Best-selling 
weekly magazine 
in America 





WESTINGHOUSE Announces 1961 Dehumidifiers 


An automatic no-overflow control and 
increased capacity are features of 
Westinghouse dehumidifier line of 3 
models for 1961: Deluxe, Custom De- 


luxe and Custom Supreme. 

With the overflow control the de- 
humidifier can be used in any part of 
the house—when the container is full, 
the unit automatically shuts off, when 
container is emptied the dehumidifier 
resumes normal operation. 

The humidistat, which has 3 set- 
tings, dry, extra dry and continuous 
run, will automatically shut off at dry 
when the preset condition has been 
achieved; it will start again automati- 
cally when humidity rises. At the 
continuous run setting, the dehumidi- 
fier will run continuously. 

Custom Supreme contains both water 
overflow control and humidity con- 
trol. It removes up to 37 pts. mois- 
ture from an enclosed area of 18,000 
cu. ft. The specially designed air- 
drying coil has 402-sq.-in. condensing 


surface for rapid moisture extrac- 
tion. Its pearl gray cabinet, aqua blue 
grille, gold dial has chrome trim. 
Custom Deluxe is styled in mint 
green with white grille and gold dial. 
Contains an automatic humidity con- 
trol and removes up to 33 pts. mois- 
ture from an area up to 16,000 cu. ft. 
Both Custom Supreme and Custom 
Deluxe have smooth rolling casters 
for easy portability, a 10-qt. plastic 
container which is accessible at the 
back of cabinet, and an 8-ft. cord to 
reach basement ceiling outlets. 
Deluxe, in shell white with burnt 
orange grille removes up to 23 pts. 
moisture from air in 24 hrs. from a 
10,000-cu.-ft. enclosed area. 

Both the fan motor and compressor 
on all 3 models have been oiled for 
life. Westinghouse Electric Corp., 
Electric Appliance Div., Columbus 16, 
Ohio. 





THIS (4L=STEP DEMONSTRATION 
WILL START A PROFIT PARADE OF 


Cldendée FLOOR-WASHING VACUUM CLEANERS 
MOVING OUT OF YOUR STORE 


NOW...AN APPLIANCE THAT WASHES AND RINSES YOUR FLOORS, 
PICKS UP THE WATER, DRIES THEM...AND VACUUM CLEANS RUGS TOO! 


The all-new appliance that banishes housekeeping’s most 

that of washing floors. Light, handy and 
it washes floors clean, rinses them, picks up 
the water and dries the floors instantly and automatically. 


dreaded task 
easy to use 


—, But, once having washed the floor it does not sit idly in 

















WASHES FLOORS 


Brush spreads wash and rinse solu- 
tions and cleans floors thoroughly. 


DRIES FLOORS 





Vacuum dries floors’ instantly, 
ready for immediate use. 


the closet until floor washing time again. It’s also a power- 
ful, light vacuum cleaner that will be used every day, 
either for a thorough deep-down vacuuming of rugs and 
carpets or a quick tidy-up of floors and rugs. It more than 
pays for itself with DOUBLE-DUTY SERVICE. 


PICKS UP WATER 


A touch of the button — and 
squeegee gathers the water and 
channels it to the nozzle opening 
where it is suctioned up — auto- 
matically. 


VACUUMS RUGS 
Feather-light yet cleans better than 
an old-fashion vacuum. Does it 
easier and faster. 


MODERN MAID 


Dishwasher 


Modern Maid built-in dishwasher has 
an instrument panel styled almost 
identical to the oven instrument pan- 
el in matching coppertone, brushed 
chrome, pink, yellow, turquoise or 
white. 

It has 2 separate wash cycles; twin 
detergent dispenser automatically 
distributes the right amount of de- 
tergent at separate times during wash 
cycles; 4 powerful rinses. Although 
total water consumption on extended 
cycle is 10% gal., 2,600 gal. of water 
are circulated over dishes by revolv- 
ing impeller. 

Bottom rack rolls out on nylon 
rollers and is removable for easy 
loading. A lazy susan basket revolves 
in top during rinse and wash cycles. 
Forgotten pieces can be added. Ten- 
nessee Stove Works, Chattanooga 1, 
Tenn. 





SUBURBAN Built-In 
Wall Heaters 


Samuel Stamping and Enameling Co. 
announces the newly designed 1961 
models of Suburban Counter-Flo 
built-in gas wall heaters, shown 
below. 

Features include new 1-piece front, 
contemporary design, porcelain enam- 
eled combustion chamber that car- 
ries a 20-yr. guarantee. 

Suburban Counter-Flo forced air 
models pull cool air in at the heater 
top and heated air is blown out at 
bottom, assuring warm floors. 

Single wall Counter-Flo models 
(left in illustration) are available in 
35,000 Btu capacities; dual-wall-grav- 
ity models are available in 50,000 
Btu capacity (right below). Samuel 


Shetland AUTOMATIC 
FLOOR-WASHING VACUUM CLEANER 


HANDS NEVER TOUCH WATER OR DIRT! 


| 4. - MODEL 702 
110 VOLT AC 


DRIES. 
FLOORS “ACH Uy 
: s RB 

+ Gs 


Stamping & Enameling Co., Chatta- 
nooga, Tenn. 





NO MORE THAN A 
CUSTOMER WOULD EXPECT TO PAY 
FOR A VACUUM ALONE 





And . . . Introducing the all New Shetland Vacuum Cleaner. 
Power-full. Feather-light. Powerful for real, deep-down heavy 
cleaning. One-hand lightness to go anywhere in the house for 
quick tidy-up. $32.9 





Made by Shetland .. . 
with the same high 
standard of quality that 
has made Shetiand the 
largest selling Rug- 
Cleaning Floor Polishers 
in the world, 














WRITE, WIRE OR PHONE YOUR SHETLAND MAN TODAY 
SHETLAND HOME CARE INSTITUTE., Shetland Industrial Park, Salem, Mass. 
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MARVEL 


Compact Refrigerator 

Marvel Industries announces the in- 
troduction of a modern 4-cu.-ft. re- 
frigerator for use in medical offices, 


clinics, labs and pharmacies. 

Styled to fit the most modern in- 
terior, the refrigerator is available 
with standard white enamel door or 
in copper. The door has no project- 
ing hardware and opens a full 90 degs. 
even when the refrigerator is placed 
in a corner. Additional storage space 
has been provided in the door. 

The magnetic latch on the door as- 
sures easy opening for technicians 
and meets all safety standards. An 
extra-large freezer compartment has 
also been added. The 1-piece molded 
plastic interior can’t rust, fade, stain, 
crack or chip. 

Designed for recessed or under- 
counter installation, the hermetical- 
ly sealed, fan cooled Tecumseh com- 
pressor unit requires no ventilation. 
In 4-cu.-ft. size for 110v or a 1l2v 
system. Marvin Industries, Inc., Stur- 
gis, Mich. 





DOMINION Popper and Toaster-Waffler 


An automatic corn popper and sand- 
wich toaster-waffler is announced by 
Dominion for 4th quarter promotion. 
The 4-qt. popper, 1712, shuts off when 
signal light tells corn is popped and 
no stirring or shaking is necessary; 
popper bowl is removable for serving 
and cleaning. Heatproof glass look-in 
lid; comes with 4 plastic serving 
bowls and 10 3-o0z. packs popcorn. 

Sandwich toaster-waffler, 1219, has 


reversible grids, fingertip heat con- 
trol dial; jewel signal light; expansion 
hinges; built-in overflow. Dominion 
Electric Corp., Mansfield, O. 





SINGER ‘“Wax-Packs”’ 


Singer is introducing to the U. S. 
market new “Wax-Packs’”’: cloth paste 
wax dispensers with zipper openings 
for Singer and other make polishers. 

They are designed for quick, clean 
“stand up” application of paste wax. 
They are zippered jackets that hold 
several spoonsful of paste wax and 
snap into place over regular polisher 
brushes. The disc-shaped jackets are 
made with a bottom section of per- 
forated heavy duck, which allows the 
wax to be squeezed out evenly by 
pressure and action of the brushes. 
Top zippered section is of rubber 
backed cotton plush to _ protect 
brushes. 

Packed in transparent cellophane 
bags, 2 to a bag. 
Price, $1.98 per pair. Singer Sewing 
Machine Co., 149 Broadway, New 
York, N, Y. 








for quality 
appliances 
that always 
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The NHMA proudly invites all the 
nation’s buyers and merchandisers 
of housewares products to the 
most comprehensive industry show 
ever held. Products, people and 
merchandising ideas will dramatize 
housewares progress against the 
spectacular backdrop of Chicago’s 
magnificent new lakefront exposi- 
tion center. Don’t miss the only 
complete, the only national picture 
of the housewares industry. 





34" NHMA 


National Housewares Exhibit 


JANUARY 16-20, 1961 
McCormick Place - Chicago 








Serving the housewares industry since 1938 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


(incorporated not for profit) 


1130 Merchandise Mert + Chicago 54, Illinois 





SUNRAY DecoRANGE Gas Ranges 


Designed to stand alone or slide in 
between base cabinets for the “built- 
instant look,” ranges are available in 
3 sizes: 36-, 30- and 24-in. widths. 


The recessed top offers lower, more 
accessible work surfaces at chosen 
height for homemakers. 

Features include big oven window 
and light; center simmer burners; 
leatherlike door handles; quiet oven 
door; oven rotisserie kit; satin chrome 
burner controls with ebony accents. 
They have widest 20-in. double ca- 
pacity oven; helical leg levers; con- 
trol tower clock timer which includes 
electric outlet. This miracle module 
contains all the essential lighting 
controls; ready reminder dial tells 
when roast is done—optional equip- 
ment. Porcelain enamel top and bot- 
tom, inside and out. 

In addition: an aluminum griddle, 
spatula and ladle are available extra 
accessories. The Sunray Stove Co., 
Delaware, Ohio. 





CHANNEL MASTER 


Transistor Radio 


Channel Master has added a new 8- 
transistor dual-purpose model to its 
line. The new model No. 6515 serves 
equally well as a big-speaker home 
table radio or personal portable. 

It has 8 transistors (plus diode and 
thermistor), an RF amplification 
stage; and an extra-long built-in an- 
tenna to furnish the high sensitivity 
that enables this radio to provide re- 
ception over long distances. 

It has a high signal-to-noise ratio. 
This is made possible by a 3-gang 
condenser which tunes the RF. A 
king-size 3%-in. speaker provides 
superb tone. Vernier tuning and a 
large dial face permit easy and pre- 
cise station selection. The cabinet 
measures 84%x4%%x1% in. The radio 
operates on 4 standard “C” batteries, 


which the manufacturers claim makes 
it possible to run approximately 3 
times longer between battery changes 


“than with penlite cells. 


Accessories included with No. 6515 
consist of a top grade cowhide, sling- 
type carrying case which does not 
obstruct the speaker; shoulder strap; 
magnetic earphone for private listen- 
ing, with its own leather case and a 
plug-in extension antenna. 

Price, $59.95. Channel Master Corp., 
Electronics Div., Ellenville, N. Y. 





ROPER Gas Range 


Roper “staggered” top gas range has 
been re-introduced on the 40-in. Epi- 
cure, featured model in the com- 
pany’s 1960 Christmas campaign. 

It gives convenient and efficient 
cooking top space for maximum use, 
provides more usable cooking space, 
handier working surface and safe, 
easy access to utensils, eliminating 
crowding, reaching over burners etc. 

The model also offers full top burn- 
er, oven and broiler capacity, auto- 
matic 3-way lighting and new low- 
temperature warming oven. Its fea- 
tures include Tem-Trol automatic top 
burner, Comfort-Level broiler and 
bronze porcelain or white lifetime 
enamel finish. 

Other features include new “Flame- 
Master” low temperature oven with 
full “keep warm” settings down to 
140 degs. for warming plates, defrost- 
ing foods etc. Geo. D. Roper Sales 
Corp., Kankakee, Ill. 





AMPLI-PHONE Amplifier 


Ampli-Phone transforms phone call- 
ers’ voice into loud speaker volume 
so everyone can hear and talk. It ac- 
commodates all phone receivers and 
operates on 110-120v ac and dc. It 
comes in 2 parts, amplifier and a sep- 
rate 4-in. speaker housed in high 
mpact styrene. Adjustable volume 
control, indicator light; front picks up 
voices within room. Radio Merchan- 
dise Sales Inc., Bronx 62, N. Y. 





Don’t tie up a dime 
in power equipment 
until you investigate 
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PHONEX Amplifier 


Hands-free telephoning is available 
with this telephone amplifier. Fully 
transistorized, completely portable 
precision electronic instrument, it 
needs no installation, allows anyone 
or a group to use phone while keep- 
ing hands free for taking notes, etc. 
Black or ivory. 

Price, with transistor battery, $34.95. 
National Marine Corp., 1819 Miami 


Three new 1961 Estey electric con- 
sole chord organs have just been in- 
troduced. 

These full-size chord organs con- 
tain many “traditional” organ fea- 
tures including variable vibrato, ex- 
pression pedal, volume control, vari- 
able balance control, built-in elec- 
tronic amplifier, 40 note chord bass 
with 5 registers, full size 3 octave 
key board and removable _ instruc- 
tion panel. 

Also featured are “Golden Voiced” 
brass reeds which are permanently 
tuned at the factory, and never re- 
quire service. All models feature new 
“quiet-key” movements. These mod- 
cis are available in modern walnut, 
traditional mahogany and ebony zo- 
lotone finishes in handsomely styled, 


ESTEY Announces 1961 Chord Organ Line 


Prices, from $199.50. Estey Elec- 
tronics, Inc., 2133 Dominguez St., Tor- 
rance, 
Brattleboro, Vermont, plant. 


Calif., also manufactured in 


St., South Bend, Ind. 


full-size console cabinets. 














inventory 


MOTO-MOWER’S NEW 
CREDIT PLAN 


> You need invest no money in your power equipment 


> You can offer low down payment and credit terms 
to your customers 


Moto-Mower recognizes that credit 
selling and credit buying is the 
backbone of today’s economy. 


Moto-Mower now offers its Pre- 
ferred Dealers a complete credit 
program to help them increase 
their sales and profits. 


Under this credit program, or floor 
plan, any participating dealers can 
have the advantages of 


A SECOND SOURCE OF 
CREDIT 


NO INVESTMENT iN 
INVENTORY 


Under this plan, you take in Moto- 
Mower products, display and sell 
them and receive full profit with- 
out expending any of your own 
funds. 


RETAIL PAY-AS-YOU-MOW 
CREDIT PLAN 


Dealers participating in Moto- 
Mower’s Dealer Credit Plan can 
offer their customers the Moto- 
Mower Pay-as-You-Mow Consum- 
er Credit Plan. 
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Under this plan, you can offer your 
retail customers credit terms of 
$5.00 down with 10 to 20 months 
to pay. 


The costs of this Credit Plan are 
paid by the mower buyer. You can 
increase your sales by attracting 
those extra customers who prefer 
to buy on easy payment terms. 


YOU GET THESE 
ADVANTAGES WITH 
MOTO-MOWER’S DEALER 
CREDIT PLAN 


¢ This floor planning program en- 
ables you to present a full line 
to your prospects showing that 
you are seriously in the power 
equipment business ... A proven 
way to increase sales. 


* You have a complete inventory 
on hand early in the season with 
no capital investment — enjoy a 
full season of sales activity. 


¢ You increase your profits by 
earning up to 6% in anticipation 
discounts. 


MOTO-MOWER, INC. RICHMOND, IND. A Subsidiary of the IE Dura Corporation 


¢ The consumer Installment Sales 
Program available under this 
plan increases your sales and 
turnover by making it easy for 
customers to buy. 


¢ The Consumer Installment 
Credit Program puts you in an 
equal or better sales position as 
compared to any retail outlet in 
your community because of 
favorable terms and payment 
schedules. 


Ask your Distributor for full de- 
tails on the Moto-Mower Credit 
Plans, or write direct to Moto- 
Mower. 


Only Moto-Mower offers you a 
complete, practical factory con- 
trolled and administered Credit 
Program. 
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AUDIO-EMPIRE 
Components 


Audio-Empire “stereo/balanced” hi-fi 
components in the “Troubadour” sys- 
tem feature the Empire 208 3-speed 
mono-stereo transcription turntable 
with Empire 98 “stereo/balanced” 
transcription arm mounted on a 
matching walnut base with satin gold 
or satin chrome finish, $142.50 and 
$137.50. Dyna-Empire Ine., 1075 
Stewart Ave., Garden City, N. Y. 





BUTOBA Tape Recorder 


The MT-5, added to Butoba’s self- 
powered portable tape recorders 
made in West Germany, weighs 12 
lbs., uses 8 flashlight batteries or a 
converter for 110-260v ac and 6v dec; 
dual tracks and speeds; 5-in. reels; 
fast forward and rewind, pause 
switch, separate volume and tone 
controls. Price, $249.50. Turning Corp. 
of America, 34 Park Row, New York 
33. 
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Federal Trade Commission 
Says: Advertisers Beware! 


Here’s the text of the FTC’s 
‘““Guides Against Deceptive Ad- 
vertising of Guarantees.” 


In determining whether terminol- 
ogy and direct or implied represen- 
tations concerning guarantees, how- 
ever made, i.e., in advertising or 
otherwise, in connection with the 
sale or offering for sale of a prod- 
uct, may be in violation of the Fed- 
eral Trade Commision Act, the fol- 
lowing principles will be used: 


I.—GUARANTEES IN GENERAL. 


sell better because they offer St) much more to sell... 4 


e Two-speed 
transmission 

e Hinged-tip de- 
flector blade with 100% - 
(olg-Val ¢-tal-baae-40l-1e-1en 1 - 
e New wind-up starter 
e Safety starter 
id-11-1-F-1- We] a al-lalel i=) 

e Fingertip choke 

oP aay-p elem dalaeladi 

e Fingertip clutch 

is Olelanto){-3¢-M-alei(e)-1-1e) 
Lidelah an wdal-1-)melah a=) 

e Reinforced heavy 
duty armor plate 
steel frame 

e Beautiful two-tone 
“‘weatherproof'' baked 
enamel finish 

Cir- late Masl-lan manlela-) 
Outstanding 

features! 


In general, any guarantee in adver- 
tising shall clearly and conspicu- 
ously disclose— 

(a) The nature and extent of the 
guarantee. This includes disclosure 
of— 

(1) What product or part of the 

product is guaranteed, 

(2) What characteristics or prop- 
erties of the designated prod- 
uct or part thereof are cov- 
ered by, or excluded from, 
the guarantee, 

(3) What is the duration of the 
guarantee, 

(4) What, if anything, any one 





claiming under the guarantee 
must do before the guarantor 
will fulfill his obligation 
under the guarantee, such as 
return of the product and 
payment of service or labor 
charges; 

(b) The manner in which the 
guarantor will perform. This con- 
sists primarily of a statement of ex- 
actly what the guarantor under- 
takes to do under the guarantee. 
Examples of this would be repair, 
replacement, refund. If the guaran- 
tor or the person receiving the 
guarantee has an option as to what 
may satisfy the guarantee this 
should be set out; 

(c) The identity of the guarantor. 
The identity of the guarantor should 
be clearly revealed in all advertis- 
ing, as well as in any documents 
evidencing the guarantee. Confu- 


MOWERS AND LAWN EQUIPMENT 


b Col MA mal =A) -1amor-laal-1e Mingle), ]-1a-mdal-lt 

sell as easily as the 1941 Certified 

Tat Ham Ml aY-) Oo ol -tor-101-1- Mi agleld-W-lale Ml aalola-Me) 
Wels] quote) Co]aal-16-m-14 mo —lelelaalial@meler-1 ih ee 
mower-conscious. And Certified is the 
only quality mower line with so many 


selling features . 


.. like the exclusive 


Certified Hinged-Tip Defiector Blade and 
exclusive Safety Handle Starter Release 
There's a Certified Power Mower for 
every one of your customers. Simply 


let them try a Certified 
buy a Certified . . 


Fe iale mm aal-\ "a 
idal-meler- lin amaalely 14 


with all the sales advantages. 


Mode! 222 


22” SELF-PROPELLED 


DELUXE ROTARY 


~ Contact your Certified jobber or 
mail coupon below for full details 
of the famous CertiFIVE Profit Pian! 


WESTERN TOOL AND STAMPING COMPANY _ 
2725 Second Ave. + Des Moines 13, lowa 
Dept. Emc-3 : : 
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sion of purchasers often occurs 
when it is not clear whether the 
manufacturer or the retailer is the 
guarantor. 


II—PRORATA ADJUSTMENT OF 
GUARANTEES. Many guarantees 
are adjusted by the guarantor on a 
prorata basis. The advertising of 
these guarantees should clearly dis- 
close this fact, the basis on which 
they will be prorated, e. g., the time 
for which the guaranteed product 
has been used, and the manner in 
which the guarantor will perform. 

If these guarantees are to be ad- 
justed on the basis of a price other 
than that paid by the purchaser, 
this price should be clearly and con- 
spicuously disclosed.* 

*(Note: Guarantees which pro- 
vide for an adjustment based on a 
fictitious list price should not be 
used even where adequate disclo- 
sure of the price used is made.) 


HI—“SATISFACTION OR YOUR 
MONEY BACK” REPRESENTA- 
TIONS .“‘Satisfaction or Your Money 
3ack,” “10-Day Free Trial,” or sim- 
ilar representations will be con- 
strued as a guarantee that the full 
purchase price will be refunded at 
the option of the purchaser. 

If this guarantee is subject to any 
conditions or limitations whatso- 
ever, they shall be set forth as pro- 
vided for in Guide I. 


IV—LIFETIME GUARANTEES. If 
the words “Life,” and ‘Lifetime,” 
or the like, are used in advertising 
to show the duration of a guarantee, 
and they relate to any life other 
than that of the purchaser or origi- 
nal user, the life referred to shall 
be clearly and conspicuously dis- 
closed. 


V—SAVINGS GUARANTEES.* Ad- 
vertisements frequently contain 
representations of guarantees that 
assure prospective purchasers that 
savings may be realized in the pur- 


‘chase of the advertiser’s products. 


Some typical advertisements of 
this type are “Guaranteed to save 
you 50%,” “Guaranteed never to be 
undersold,” ‘Guaranteed lowest 
price in town.” 

These advertisements should in- 
clude a clear and conspicuous dis- 
closure of what the guarantor will 
do if the savings are not realized, 
together with any time or other 
limitations that he may impose. 

*(Note: The above guarantee may 
constitute affirmative representa- 
tions of fact and, in this respect, 
are governed by Guide VII.) 


VI—GUARANTEES UNDER 
WHICH THE GUARANTOR DOES 
NOT OR CANNOT PERFORM. A 
seller or manufacturer should not 
advertise or represent that a prod- 
uct is guaranteed when he cannot 
or does not promptly and scrupu- 
lously fulfill his obligations under 
the guarantee. 

A specific example of refusal to 
perform obligations under’ the 
guarantee is use of “Satisfaction or 
your money back” when the guar- 
antor cannot or does not intend 
to make full refund upon request. 


VII—GUARANTEE AS A MISREP- 
RESENTATION. Guarantees are 
often employed in such a manner 
us to constitute representations of 
material facts. If such is the case, 
the guarantor not only undertakcs 
to perform under the terms of the 
guarantee, but also assumes respon- 
sibility under the law for the truth 
of the representations made. 
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Sagging Sixty 
Snags TV Too 


CONTINUED FROM PAGE | 
period in 1959. 

No disastrous dumping is ex- 
pected by most manufacturers, who 
started cutting back production in 
August, according to Electronic In- 
dustries Assn. statistics. For the 
current 42 weeks, factory produc- 
tion was 5.7% behind 1959’s pace 
or down 287,964 sets. 


The inventory situation might not 
be as clean as it could be. Con- 
soles, where inventory is propor- 
tionately higher than other cate- 
gories, have some manufacturers 
worried. And the dumping may ac- 
celerate in 21-inch merchandise. 

“I can’t believe that there wi!l 
be any dumping of 23-inch goods, 
though,” stated one manufacturer, 
“although there’ll probably be a con- 
tinuation in 21-inch merchandise.” 

At General Electric and Westing- 
house, officials are betting against 
a year-end dump. And Ben Abrams, 
president of DuMont-Emerson, be- 
lieves “there will be little, if any, 
dumping.” 


“Inventory carry-over will be good, 
salable merchandise,” an industry 
official pointed out. 


“A panic? No,” explained Ross 
Siragusa Jr. of Admiral, “but the 
situation might not be as clean as 
it should be.” 

Hit hardest by this down draft, 
of course, are the factories and dis- 
tributors. At the end of October, 
estimated Leonard C. Truesdell, 
Zenith’s astute vice president, dis- 
tributor-to-dealer sales showed less 
than 4.6 million units sold. To hit 
6.0 million units industry would 
have to sell at a 1.4 million clip for 
the final two months or 50% great- 
er than October’s pace. 

“I’m not encouraged,” explained 
Truesdell. “The picture is not as 
good as it was a year ago.” 

Retailers apparently are faring 
much better and will probably not 
feel the brunt of the sag as much as 
producers and wholesalers. In the 
retail market, sales through Sep- 


tember were up 7.57%, or 288,787 
sets ahead of the same 1959 period, 
according to EIA. From another 
angle, retail sales were off 0.07% 
at the nine-month mark, according 
to an EM Week survey of 22 utili- 
ties across the nation. The utilities 
represent over 6.5 million customers 
(13% of the buying public) in ev- 
ery major trading area but metro- 
politan New York. 


First decline in retail business came 
in September, according to Pack- 
ard-Bell’s Fred Kopesky and that 
was less than 10%. Kopesky now 
feels that the water is out of the 
retail situation. 


What happened to clobber early 
predictions still remains a nagging 
question for the industry. 

A general downward trend in 
the nation’s economy is the cause, 
according to General Electric: “This 
trend, which affected hard goods 
earlier in the year, did not show up 
in television until about mid-year.” 

Many blame the way the switch 
from 17- and 21-inch models to 
19’s and 23’s was handled. A little 
over a month ago, Admiral’s Ross 
Siragusa Jr. touched off a full- 
blown industry storm by blaming 
other manufacturers for poor plan- 
ning in the switchover, including 
unusually high prices on the 19- 
and 23-inch models “to serve as an 
umbrella and to try to convince the 
dealers of a wide price spread be- 
tween the old and the new.” 


Rival manufacturers, responding 
vehemently, fixed the blame prin- 
cipally on Admiral for pricing the 
newer models, despite their higher 
cost, at substantially the same price 
as the 17’s and 21’s. 

Others took the G-E line—that 
the same economic factors which 
have plagued the economy have 
finally caught up with television. 


“Forced selling in the first half,” 
said one executive, “to dealers of 
17- and 21-inch goods which sat 
relatively still, while prices for 19’s 
and 23’s came down to almost the 
same level is the big reason. 

“So now, who needs a 17 when 
they can get a 19 and who needs a 
21 when 23 is magic and the price 
differential is not that large?” 





Frank Queries 


And Replies 


CONTINUED FROM PAGE 8 

such as ski pants, sweaters, and up- 
holstery and carpets which can be 
cleaned with home laundry equip- 
ment,” said S. Jack Davis, Chem- 
strand Corp. 


Wool will be coming into the home 
laundry—on the horizon, new proc- 
esses which will permit wash-and- 
wear wool, predicted Dr. Mary 
Morris, University of California. 


Teaching and demonstrating home 
laundry equipment took the con- 
vention’s attention on the morning 
of the second day. Included was the 
first announcement of a 17-page 
“Suggested Outline for the Teach- 
ing of Home Laundering,” a teach- 
ing plan and source material devel- 
oped by the home economists com- 
mittee of AHLMA, which will be 
distributed to home economics 


teachers in junior and senior high 
schools and other institutions. Mar- 
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Don’t Use It! 


NATIONAL ELECTRICAL WEEK 
sent out the above symbol for pro- 
motional use. Now the committee 
asks participants not to use it and to 
destroy any reproduction sheet of the 
symbol. Reason: It’s confusingly sim- 
ilar to Reddy Kilowatt, symbol used 
by many utilities. 













it’s the 


“year 
or FRIGIDAIRE 


ROOM AIR CONDITIONER DEALERS 


new products « new prices « new installation + new way to sell 








ilyn Pogue, educational director of 
Ironrite, outlined the purposes of 
the program. 
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JOHNSTONS 


HOME APPLIANCE-TV STORES OF MINNEAPOLIS 


one of America’s great retailers finds 
is protitable to put their selling 
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WHY? Because Norge appliances have the quality that makes B-WAC gives dealers and customers the most flexible credit plan 
them stay sold. Because Norge returns a solid profit. Because available. Take it from one of America’s great retailers, it will 
Norge enjoys the lowest rate of service in the industry. Because pay you to put your emphasis on Norge! 


Here are just a few things Norge is doing right 
now to put the emphasis on your sales! 


| S$S$$S$$FS$S$S$$SS$SSSSSSSSSSSSSSSSS 
OOOO TOOTS TI -_ NONGE’S GREAT 


PRICE ARABIAN NIGHTS RED VIKING 


PROTECTION SALES BAZAAR TROPHY COAT 
PLAN Watch for the man 


who’s wearing it! He’s 
on his rounds with the 
Deals of the Decade... 
and terrific opportuni- 
ties for you to win 
fabulous awards in a 
great new incentive 
program! 





$ 
$ 
$ 
$ 
$ 
$ 
The exciting salesmaking promo- $ 
A new Norge plan that protects every tion that’s pulling in business from ss 
Norge dealer from a reduction in the coast to coast. Results have al- $ 
price he pays for Norge Appliances. ready proved what this colorful $ 
Don’t fail to get the complete plan full-line selling spree can do for $ 
from your Norge man in the Red Vik- $ 
ing Coat! $ 

$ 

$ 

$ 
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CASWELL SPEARE PUBLISHER 


HARRY C. HAHN ASSISTANT TO THE 


PUBLISHER 


DALE R. BAUER ADVERTISING SALES 


MANAGER 


WAYNE SMITH PROMOTION AND 


CIRCULATION MANAGER 
PETER HUGHES PRODUCTION MANAGER 


MARIE RESTAINO PRODUCTION 


ASSISTANT 


DISTRICT MANAGERS 
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1301 Rhodes-Haverty Building, Atlanta 3, Ga. 
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68 Post Street, San Francisco 4, Cal. 
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PORTLAND SCOTT HUBBARD 
Room 445, Pacific Bldg., Portland 4, Ore. 
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NEW PRODUCTS— 
NEW SALES 


THIS SECTION CAN BE 
ECONOMICALLY USED FOR: 
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MORE SALES— 
MORE PROFITS | 
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A special classification for manu- { 
facturers desiring advertising in 
space smaller than the minimum 
run-of-book display space. The 3 
space available in this section is | 
| to 6 inches. } 
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REACH ALL BUYING INFLUENCES 
RATES————ON_ REQUEST 
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LIFSCHULTZ 
=FAST FREIGHT= 


FASTEST TO BOTH COASTS! 











__—_* a" r 


[Lip scwuurz [eirsenucrz ] 
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TRUCKLOAD SHIPMENT via 
LIFSCHULTZ PIGGYBACK 


Between Middle West and 
Atlantic Seaboard Points 


Specify LIFSCHULTZ 











and Be Sure It’s On Time! 





get set... 
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Here Is The Best Appliance Truck 


Money Can Buy Because Only The . 





ERS YOU 


EXCL LY THESE TWO FEATURES 


-STEEL RATCHET STRAP 
IGHTENER WITH AUTOMATIC 
STRAP RECOIL! 


This new ratchet quickly and easily tightens strap 

ground load. When loosened, spring action auto- 
tically rewinds the strap in a neat coil, out 
the woy. and instantly 

r for its next use. A real 

time rl ye 


. THE E RT! 


\ FAMOUS ROLLER 
\ BEARING 
CRAWLER TREA 
This ESC feturdello 
you to roll | Yc uck 
up and down " witha 
minimum of times 
A real back savertt E 
SIVE ON THE ESCO 

\ 


WRITE, CALL OR WIRE 
TODAY 

For Full Details And 

Descriptive Literature 


STEVENS APPLIANCE 
TRUCK CO. 


DEPT. E BOX 897 Yy 


AUGUSTA, GA. 


MODEL MRT 
Magnesium Liget! 


e Magnesium Strong 

















MODEL SRT 


oy 








A Microscope On Shopping Centers 


What do regional shopping 
centers do to older, unplanned 
districts? It varies, says a sur- 
vey by Prof. Louis C. Wagner, 
University of Washington 


Dr. Wagner studied Seattle’s 
Northgate, one of the first planned 
shopping centers in the United 
States, in relationship to other un- 
planned shopping centers in North 
Seattle and to Seattle’s downtown 
district. The study covered a six- 
year period from 1948 to 1954. 

During this period, Northgate ob- 
tained nearly 60% of the increase 
in sales of shopping goods stores in 
North Seattle, while five comneting 


1938 


districts together obtained only 
12.6% of the increase. Proximity to 
Northgate apparently had no ad- 
verse affect, for an unplanned cen- 
ter near Northgate had the greatest 
increase of the five studied. 


More than 67% of North Seattle 
residents stated that they did most 
of their shopping, other than gro- 
cery buying, either at Northgate or 
downtown. Northgate generally ap- 
peals to families with children, to 
persons under 60 years of age and 
to middle-income shoppers. Elderly 
shoppers and low-income families 
are more apt to go downtown. 
Shoppers who prefer Northgate 
frequently mentioned parking fa- 


cilities, ease of shopping with chil- 
dren and availability of wide selec- 
tions of merchandise. 

From his survey, Dr. Wagner con- 
cluded that the downtown business 
district attracts shoppers in part be- 
cause of sales and expectations of 
lower prices, and in part because of 
the desire to obtain quality or pres- 
tige merchandise. 


Unplanned districts with the great- 
est increases in sales obtained most 
of their growth from the sales of 
convenience goods stores (groceries, 
eating and drinking places, service 
stations, hardware stores and drug- 
stores) and from those of automo- 
tive outlets. 





... The year the concept of home laundering was changed for- 
ever... the year the first really salable automatic clothes dryer 
came into being, and appliance dealers suddenly faced the happy 
prospect of a completely new business potential. Remember? .. . 


It was the year of the HAMILTON JUNE DAY DRYER, and after all those years 
countless JUNE DAY DRYERS are still in regular use! 
Way back then, when Hamilton introduced the automatic dryer, this promise 


was made to dealers: “‘ 


service calls.”’ 








... the Hamilton frees you from the expensive nuisance of 


NOW, 22 YEARS AND OVER A MILLION DRYERS LATER... 


Hamilton is still keeping that promise. In addition to producing the original automatic dryer, 
Hamilton has continued to pioneer in the development of many ‘“‘firsts” to make clothes drying 
easier, quicker and more convenient for the homemaker with each succeeding year. And in 
spite of the many features added through the years, that original promise of service-free opera- 
tion is still true. Hamilton has consistently maintained a service-cost record among the lowest 


in the industry. 


Product features, styling, dependable service to the consumer... . low service cost, sound 
merchandising and promotion programs for the dealer . . . all add up to more sales and more 


profit for you. 


If you’re interested in making more money ...on the bottom line where it counts... 
see your Hamilton distributor for the full story or write Hamilton Manufacturing Company. 


When it comes to Electric Appliance Business 


YOU'RE A STEP AHEAD WITH HAMILTON 


the original...and still the leader 








IF YOU 
CHANGE 
YOUR ADDRESS 


Be sure to notify us at 
once, so future copies of 
ELECTRICAL MERCHAN- 
DISING WEEK will be de- 
livered promptly. 

Also make certain you 
have advised your local Post 
Master of your new addrecs 
so other important mail 
doesn't go astray. 

Both the Post Office and 
we will thank you for your 
thoughtfulness. Mail the in- 
formation below to: Sub- 
scription Dept., ELECTRI- 
CAL MERCHANDISING 
WEEK, 330 W. 42nd St., 
New York 36, N. Y. 


NEW 

Name 

Address 

City 

Zone State 
Company 
OLD 

Name 

Address 

City 

Zone State 
ELECTRICAL 


MERCHANDISING 
WEEK 


330 W. 42nd St., N.Y. 36, N.Y. 
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CONVENIENT 
EVERY-MONDAY 
FREQUENCY... 
EASY-TO-READ 
EDITING 


SPECIALIZED 

WRITTEN ABOUT 

THIS BUSINESS ONLY... 
BY PROS FOR PROS 


NEWS IN DEPTH 

ALL THE FACTS, 

AND WHAT THEY MEAN 
TO YOU 


"YEEK 


YERCHAND, 


Mi 


EVERY MONDAY THE PROS READ 


AUTOMATIC WASHERS * AUTOMATIC CLOTHES DRYERS + HAMILTON MANUFACTURING COMPANY + TWO RIVERS, WIS. heel 


ELECTRICAL MERCHANDISING WEEK 
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TAKING STOCK A quick look at the way in which 


the stocks of 54 key firms within the industry behaved 
during the past week. This unique summary is another 
exclusive service for readers of EM WEEK. 


A 









































aot} +i tt ttt Averages of the 54 Stocks 
a ! isted Below = 
ao} 

36 |— ++ ee Oe 





32 





28 




























































































24 oR MAY JUNE JULY AUG SEPTSEPTSEPTSEPT OCT OCT OCT OCT OCT NOV NOV NOV NOV DEC DEC DEC DEC JAN JAN 
Pts 4498 CHR TO AH TM 8S BS Res 
STOCKS AND DIVIDENDS 1960 | CLOSE | CLOSE | NET 
IN DOLLARS HIGH LOW | OCT. 31| NOV. 7 | CHANGE 
NEW YORK EXCHANGE | 
Admiral | 23% 10 «=| | (10% 11% + Ie 
American Motors | | 29Y/, 19 19% | 20 + % 
Arvin Ind. | | 27, 16%, 17g | 18l/, + I, 
Borg Warner 2 | 48l/, 31% 32% 32', — % 
Carrier 1.60 | 4134 27\/s 28% | 29% + & 
CBS 1.40B | 45, 364%, 37, | 38% + 1% 
Chrysler | | 1% 40 425% 42% — 
Decca Records 1.20 | 35% 17% 35% 353% — 
Emerson Electric | | 60 33 432 | 44% + I, 
Emerson Radio .50F | 22%, 11s, 11% | 12% + % 
Fedders | | 20% 155% 16% | 1754 + 4% 
General Dy. 1.75E | 58% 33'/ 37% | 38!/2 + 
General Elec. 2 | 99%, 70\/, 73 774 | + 4%q 
General Motors 2 | 55%, 41 42 43Y¥, | + 1% 
General Tel & El .76* | 34g 24%, 25 | 26% | + 1% 
Hoffman Elec. 60 | 30%, 15 16% | 16% | — % 
Hupp Corp. .37T | 13, 6%, 7%, | Ye | + Ve 
Magnavox | 55 31% 39144 | 41% | + 2% 
Maytag 2A 44!/, 31 32 | 32%, | + I, 
McGraw-Edison 1.40 | 453% 28 32 31% — % 
Minn. M&M .60 88 60 | 64 | 67! + 3', 
Montgomery Ward 2 553% 252 | 26, | 27% + 1, 
Monarch .30E 197%/g 1%, | 12 11%, — 
Motor Wheel | | 23%, i | UW | Ih _ 
Motorola | 98 60/2 | 66!/2 69/g | + 2% 
Murray Corp. | 29, 24%, | 25 | 2% | a | 
Philco 4G | 38%, 17%, | 18%, 18%, | + Ip 
RCA 1B | 78% 46!/, 503% 52'/2 + 2!/, 
Raytheon 2.37T 53% 30!/, 314%, | 33 + 1% 
Rheem .60 | 28% 12 12\%q 14%, | +2 
Ronson .60 13% 9%, 12% 12%, — % 
Roper GD 211 14!/g 164%, | 19'/, + 2% 
Schick 16%, 7TH, 8% 8% | _ 
Siegler Corp. .40B 43 23% 24%, 23% | + IA 
Smith A. O. 1.60A 53% 32!/ 33, | 344. | + 1% 
Sunbeam 1.40A 64!/2 48!/2 54 | S54, | + Ip 
Welbilt .10G | 1%, 4's 44, | 4% | + 
Westinghouse 1.20 65 45 47/7, | 48! + 1%, 
Whirlpool 1.40 34%, 22 243%, | 26%, + Il, 
Zenith 1.60 129% 89!/g 103 | 995% — 3% 
AMERICAN EXCHANGE | | | 
Casco Pd. .35E 10 6%, 97/, | 9%, | — 
Century Elec. '/2 97%/g bl/ 7 2 | — It 
Herold Rad. 77, l 1% | Ii% | — % 
lronrite .25T 10!/ 6'/e 65%, | b/, | — I 
Lynch Corp. (Symphonic) 15 9 4, | 9\/, + 
Muntz TV 6! 4 4, | 4, | — & 
National Presto 129% 105% 3, | 13 | — 
Nat. Un. Elec. (Eureka) 3% 2'/g 2'/g 2/4 + | 
Proctor-Silex 97g 53%, 5, | 5, | — 
Republic Trans. bl/, 3% 45%, 4%, | + 
Telectro Ind. 21% ii, | 1245 | 12'/g — 
MIDWEST EXCHANGE 
Knapp-Monarch _ _ | 64, | 6/4, | ee 
Trav-ler Radio _— —_ | 6l/, 64} + % 
Webcor has i | WY, | Wy + i 





A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959, plus stock divi- 
dend. E—Paid last year. F—Payable in stock during 1959, estimated cash value on ex-dividend or ex-dis- 
tribution date. G—Decliared or paid so far this year. T—Payable in stock during 1960, estimated cash 
value on ex-dividend or ex-distribution date. *Minn M&M, Motorola, Gen Tel & El announced stock splits 
during first six months 1960. 





ANALYSIS: Solid investment a decided effect on the market ac- 
buying was the big news along tivity for the coming weeks; the 
Wall Street last week. The mar- market will, in all probability, 


take a substantial turn upward. The 
EM Week chart, meanwhile, con- 
tinues to record slight advances— 
the average is up this past week % 
pt. Minn. M&M has now picked up 
61% pts. in two weeks. Zenith, after 
healthy gains, dropped 3%. 


ket, it now appears, has made an 
almost full recovery from the woe- 
ful low of last month although 
forecasters are not making any 
rosy predictions for the final quar- 
ter, at least not for now, but one 
thing is sure—the election will have 
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NEW IDEAS» 


MAKE THE DIFFERENCE IN 


RONSON 
PRODUCTS 







One year free service on 
all Ronson products. 77 
national service outlets. 


RONSON 





International Standard 
of Excellence 


Ronson Corp., Woodbridge, N. J. 


RONSON CORPORATION 


One Ronson Road, Woodbridge, N. J 


Att: Appliance Product Mgr 
Please send me < 


mplete 


plus full details of new ¢ 


NAME 


information on all Ronson ag 


Another first 
from Ronson! 


New! Ronson Beauty Trio 
Hair Dryer lets your cus- 
tomers dry hair three ways 
...with exclusive warm air 
BRUSH and COMB attach- 
ments and adjustable 
HOOD. Also adjustable 
base for portable use. Stock 
Beauty Trio in attractive 
carrying case with ‘‘see 
through” window — makes 
an outstanding display. 
suggested retail $26.95 


yperative advertising program. 
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BE SERVICE-SURE 


use only this FSP washer pump... 
or its individual parts 


Ps 


Bearings of Sin- 


tered Bronze im- 
pregnated with 
proper oil for long- 
life lubrication. 


Casing of special zinc alloy to 
resist modern detergents and 
bleaches. Casting machined to 
close tolerances. 


Flipper seal of Buna-a-rubber 
that resists detergents, does not 
swell... provides positive seal 
without binding. 


Flipper (on: stainless 

steel shaft) of spe- 
cial rubber com- 
pound to resist 
deterioration. 
Mechanical and 
chemical bond 
between shaft 
and blades re- 
sists 9-ft. Ib. 
torque. 


Impeller seal of non- 
porous plasticized car- 

bon; prevents leaks. : 
Water seal tube of 

rubber especially com- 

pounded to resist 
deterioration and dis- 


Insert of special 
tortion. 


i Delrin compound. 
/ ~Completely inert; 
j resists detergents, 
heat, water; main- 
tains shape; no cor- 
rosion or abrasion. 


impeller (on stainless steel shaft) of 
same zinc alloy as casing .. . to 
resist galvanic action. 


Recirculating Impeller of dur- 
able, non-corrosive compound; 
resists abrasive materials. 


Avoid costly service call-backs with FSP 
replacement parts... exactly like the originals ! 


Customer satisfaction governs the success of any 
appliance service. The word “good” or “bad’’ gets 
around rapidly. That’s why it is so important to 
maintain the original high quality of RCA WHIRLPOOL 
appliances with FSP parts... made td original factory 
specifications . . . fit right . . . function properly ... 
last longer. So don’t gamble. Be service-sure; protect 
your reputation and profits with FsP parts! 


2 


Service Division, WHIRLPOOL CORPORATION, St. Joseph, Michigan 


Use of trademarks & and RCA authorized by trademark owner Radio Corporation of America 
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Factory Specification Parts for 


ee) Whirlpool 
LO) | ON od od SP | Od 


meet the toughest specifications in the industry 





A Quick Check of BUSINESS TRENDS 


FACTORY SALES 
appliance-radio-T¥ index (1957 — 100) 


RETAIL SALES 
total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT + + 
owed to appliance-radio-TY dealers 
($ millions) 


FAILURES 
of appliance-radio-TY dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 
(thousands) 


PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 

($_ billions) 

DISPOSABLE INCOME 

annual rate {($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 





LATEST 
MONTH 


112 


18.0 


316 


277 


19 


103.4 


149.5°° 


18.7+ 


354.34 


25.8+ 


68,282 





Preceding 
MONTH 


120 


18.1 


330 


276 


31 


129.4 


146.3°* 


18.9+ 


347.0+ 


23.74 


68,689 6] 





YEAR 


AGO 
115 


17.8 


359 


288 


33 


139.9 


101.6°* 


19.04 


338.3 + 


24.84 


241 


THE YEAR 
SO FAR 


2.6% down* 
(June 1960 vs. 
June 1959) 
1.1% up 
(Sept. 1960 vs. 
Sept. 1959) 
11.9% down 
(Aug. 1960 vs. 
Aug. 1959) 


3.8% down 
(Aug. 1960 vs. 
Aug. 1959) 


42.4% down 
(Sept. 1960 vs. 
Sept. 1959) 
26.1% down 
(Sept. 1960 vs. 
Sept. 1959) 


47.1% up 


1.5% down 
(2nd qtr. 1960 
vs. 2nd qtr. 1959) 


47% up 
(2nd gtr. 1960 
vs. 2nd qtr. 1959) 
40% up 
(2nd qtr. 1960 
vs. 2nd qtr. 1959) 
1.5% up 
(Aug. 1960 vs. 
Aug. 1959) 








_*New index being used. Federal Reserve Bulletin, Jan. 1960 (seasonally adjusted). 
**Figures are for week ending October 29, 1960 and preceding week (revised). 


+-Figures are for quarters. 


+ +Federal Reserve Bulletin figures (revised). 





A Quick Check op INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 
ments of 15 key products. New figures in bold-face type. 


FOOD WASTE DISPOSERS 
EF See 
PHONOGRAPH SHIPMENTS. 
PHONOGRAPH RETAIL SALES 
RADIO PRODUCTION (excludes auto) 
RADIO RETAIL SALES 
TELEVISION PRODUCTION 
TELEVISION RETAIL SALES 
REFRIGERATORS. 
RANGES, Electric, Standard. 
Built-in 
RANGES, Gas, Standard 
Built-in 

VACUUM CLEANERS 
WASHERS, Automatic & Semi-Auto 

Wringer & Spinner 
WASHER-DRYER COMBINATIONS 
WATER HEATERS, Electric (Storage) 


WATER HEATERS, Gos (Storage) 





Sept. 
9 Mos. 
Sept. 
9 Mos. 
Sept. 
9 Mos. 
Sept. 
9 Mos. 
Sept. 
9 Mos. 
Sept. 
9 Mos. 
Sept. 
9 Mos. 
Week Oct. 28 
43 Weeks 
Sept. 
9 Mos. 
Week Oct. 28 
43 Weeks 
Sept. 
9 Mos. 
Sept. 
9 Mos. 
Sept. 
9 Mos. 
Sept. 
9 Mos. 
Sept. 
9 Mos. 
Sept. 
9 Mos. 
Sept. 
9 Mos. 
Sept. 
9 Mos. 
Sept. 
9 Mos. 
Sept. 
9 Mos. 
Sept. 
9 Mos. 
Sept. 
9 Mos. 


1960 
(Units) 


56,500 
420,500 
106,130 
538,380 

59,378 
287,424 

72,800 
555,200 

91,700 
875,700 
531,288 

3,048,546 
380,499 
2,822,223 
275,593 
8,699,318 
1,102,092 
6,348,421 
123,919 
4,872,844 
620,810 
4,100,541 
284,900 
2,655,500 

80,400 
638,700 

62,400 
512,500 

*143,100 
1,119,800 
"33,700 
260,200 
301,935 
2,487,986 
279,304 
1,913,304 

73,407 
556,267 

17,824 
118,895 
“67,500 

518,700 
*223,400 
2,112,200 








707,300 


544,600 
175,500 
1,244,700 


255,100 
305,096 
2,505,983 —- J 
301,201 
2,193,072 


689,137 
140,554 
642,900 


243,800 
2,287,400 


1959 % 
(Units) 


55,100 
373,900 
115,151 
609,043 

59,409 — 05 
301,383 

84,200 
560,600 — 9 
101,700 
987,700 
480,184 

2,521,788 
390,543 
2,426,598 
331,875 
8,040,008 
928,457 
5,285,878 
158,551 
5,195,440 
684,773 
3,811,754 
355,700 
2,906,900 


Change 


+ 2.54 
+12.46 
<=: 1588 
—11.60 


— 4.63 
—13.54 


— 9.83 
—11.34 
+10.64 
+20.89 
— 2.57 
+16.30 
—16.96 
+ 8.20 
+18.70 
+20.10 
—21.84 
— 6.21 
— 9.35 
+ 7.58 
—19.90 
— 8.65 
— 3.48 
— 9,70 
—15.56 
— 5.89 
—18.46 
—10.03 
=— 316 
+ 2.00 
— 1.94 


83,300 
73,900 


34,800 


— 12] 
—12.76 
—20.99 
—19.28 
— 30.00 
—15.41 
—10.60 
—19.29 
— 8.37 
— 1.66 


92,911 
25,461 
75,500 








*Preliminary 


Sources: NEMA, AHLMA, VCMA, EIA, 
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For bedrooms, Model ACD-7LD 
Cools up to 525 square feet e Capacity 7,000 BTU /hr.* 
e 1.8 pints moisture removal per hour* e 115 volt 
operation e Compact cabinet e Thermostat e Fresh 
air e Quiet 3-speed centrifugal cooling fan e Adjust- 
able air discharge e Washable filter. 





ee . = 


For bedrooms and living rooms, Model ACDR-9D 
Cools up to 675 square feet e 9,000 BTU /hr.* cooling 
capacity e 10,500 BTU /hr.* heating e 2.7 pints mois- 
ture removal per hour* e 230 volts e Compact cab- 
inet e Thermostat e Fresh air e Quiet 3-speed 
centrifugal cooling fan e Adjustable air discharge 
e Washable filter. 





For multi-room use, Model ACD-15D 

Cools up to 1150 square feet e 15,000 BTU/hr.* 
capacity e 4.8 pints moisture removal per hour* e 208- 
230 volts e Thermostat e Fresh air e Quiet 3-speed 
centrifugal cooling fan e Dial controlled vertical dis- 
charge e Adjustable horizontal air discharge e Wash- 
able filter. 
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ROOM AIR CONDITIONER 


DEALERS! 
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For bedrooms and living rooms, Model ACD-8MD 
Cools up to 625 square feet e 8,300 BTU/hr.* ca- 
pacity e 2.2 pints moisture removal per hour* e 115 
volts e Compact cabinet e Thermostat e Fresh air 
e Quiet 3-speed centrifugal cocling fan e Adjustable 
air discharge e Washable filter. 





For living rooms and multi-rooms, Model Al-10D 
Cools up to 750 square feet e 10,000 BTU/hr.* ca- 
pacity e 3.7 pints moisture removal per hour* e 230 
volts « Compact cabinet e Thermostat e Fresh air 
e Constant Cooling setting e Quiet 3-speed centrifugal 
cooling fan e Dial controlled air discharge e Wash- 
able aluminum filter. 
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For multi-room use, Model ACDR-15D 
Cools up to 1150 square feet e 15,000 BTU /hr.* cool- 
ing and heating capacity e 4.8 pints moisture removal 
per hour* e 230 volts e Thermostat e Fresh air 
e Quiet 3-speed centrifugal cooling fan * Dial con- 
trolled vertical air discharge e Adjustable horizontal 
air discharge e Washable filter. 














| 


For bedrooms, Model AD-6LD 
Cools up to 450 square feet e Capacity 6,000 BTU /hr.* 
e 1.9 pints moisture removal per hour* e 115 volts 
e Compact cabinet size e Single dial control e Quiet, 
one-speed centrifugal cooling fan e Adjustable air 
discharge grille « Washable filter. 














For living rooms, Model ACD-9D 
Cools up to 675 square feet e 9,000 BTU /hr.* capacity 
e 2.7 pints moisture removal per hour* e 208-230 
volts e Compact cabinet. e Thermostat e Fresh air 
e Quiet 3-speed centrifugal cooling fan e Adjustable 
air discharge e Washable filter. 











For living rooms and multi-rooms, Model AD-12D 
Cools up to 900 square feet e 12,000 BTU /hr.* ca- 
pacity e 3.8 pints moisture removal per hour* e 208- 
230 volts e Thermostat e Fresh air e Quiet 3-speed 
centrifugal cooling fan e Adjustable air discharge 
e Washable filter. 








Cools up to 1450 square feet e 19,000 BTU/hr.* ca- 
pacity e 6.4 pints moisture removal per hour* e 208- 
230 volts e Thermostat e Fresh air e Quiet 3-speed 
centrifugal cooling fan e Dial controlled vertical 
air discharge e Adjustable horizontal air discharge 
e Washable filter. 





new products 


new prices 


NEW installation 


CAPACITIES for solid comfort 
everywhere 


No matter where you’re located or 
where a room air conditioner is to 
be installed, your customers really 
want just one thing: solid comfort. 
That’s fast cool-down for the whole 
area ...and ample capacity to keep 
it that way. A quick lock at the new 
Frigidaire line should convince you 
that Frigidaire means business in 
1961 ... business for you. 


vy 
FE 
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PRICES that let you 
compete in your market 


Your Frigidaire representative will 
give you the facts, but we can say 
this: you will be in a unique posi- 
tion, in 1961, to meet both bottom- 
of-the-line and top-of-the-line 
competition with real Frigidaire 
room air conditioner quality in 
all 10 models. And even the 
lowest priced model sacrifices 
nothing in basic, full capacity cool- 
ing performance. 


FRIGIDAIRE 


PRODUCT OF GENERAL MOTORS 





FRIGIDAIRE DIVISION, GMC, DAYTON 1, OHIO 


‘“‘DO-IT-YOURSELF”’ or money- 
saving dealer installation 


Every new Frigidaire Room Air Con- 
ditioner comes with an installation 
kit that lets do-it-yourselfers — even 
unhandy Harrys—install them in 
standard double-hung windows with 
only simple household tools. Ob- 
viously, your own installers can 
quickly save you dollars on every job. 


new way to sell 


ASK JUST 3 QUESTIONS to 
sell the mass market 


Just 3 simple “non-engineering” ques- 
tions will enable all but the most inept 
salesman to qualify his prospects quickly, 
accurately. Then it’s a simple matter to 
steer them to the Frigidaire model with 
the right capacity, the most appealing 
features—and the right price! Your 
Frigidaire representative can give you 
the formula! 


*Capacities shown are tentative. 


Aldwanced, Appliances designed, wilh. you in mina 


43 





THE DIFFERENCE IS DEMONSTRABLE! 
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What two ping-pong balls can tell you about Stereo cabinetry 


This is basic marketing philosophy at General 
Electric: so enter a new market only when its 
products can bring a basic improvement in value to 
the consumer. 

With Stereo, that time is now. And the differ- 
ence is demonstrable. For example . . . every 
General Electric Stereo console is built of fine 
vibration free hardwood throughout. Compare 
with a competitively priced pressed wood model 


of another brand: Suspend two ping-pong balls 
on a string, just touching the sides of the two 
cabinets. Put the same record on both sets, turn 
up the volume and watch. On the pressed wood 
cabinet, the ping-pong ball bounces to every 
vibration. But the General Electric all hardwood 
console vibration is nil, the ball doesn’t move. 
This demonstrates how hardwood in General 
Electric consoles kills tone-destroying cabinet 


vibrations while pressed wood intensifies them. 
Another demonstrable difference is the ““Vacu- 
Magic Cleaner.” Sprinkle cigarette ashes on the 
record and let them be swept up as the record 
turns. And slipping a record out of its jacket with- 
out smudging it demonstrates the “Record Saver.” 
This is part of what we mean by the “‘demon- 
strable difference’? General Electric retailers en- 
joy. You can hear it, you can see it, you can sell it! 
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RESONANT STEREO 
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